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THE NATIONAL NEW PER OF MARKETING 


Colorful Dealer Ad 


Service Brochure 


Prepared by Hart Schaffner & Marx 


Cuicaco, Feb. 16—Hart Schaff- 
ner & Marx today released to its 
dealers what is undoubtedly one 
of the most colarful, informative 
and comprehensive advertising 
service brochures ever prepared 
by a parent organization for the 
edification of its dealers 

Following a pattern set by the 
company early in 1948, this mam- 
moth brochure (1614”x23%4") is 
designed to serve not merely as 
a set of prepared ads for the re- 
tailer, but rather as a “self-per- 
petuating, continuous textbook on 
advertising techniques...to in- 
struct and teach the retailer to 
think for himself, and at the same 
time to be entertaining,” Hart 
Schaffner & Marx explains 


e And entertaining it is, particu- 
larly the brilliantly illustrated sec- 
tion devoted to the history, theory 
and use of color through the years. 
(Containing 11 colors, the silk 
screen processing for this section 
alone cost $3,200.) In clear, simple 
(and at times whimsical) language, 
this section not only outlines what 
colors are, but also tells how they 
can be used profitably in the deal- 
ers’ advertising. 


HART SCHAFFNER & MARX 


SPRING SERIES—This four-color cd for 

Hart Schaffner & Marx suits is scheduled 

to appear in Life (March 5) and The 
Saturday Evening Post (March 17). 


Included in the section are re- 
productions of magazine ads in full 
color, but done on newspaper stock; 
to illustrate the possibilities for 
the deaier in using r.o.p. news- 

(Continued on Page 64) 


Campbell-Ewald Marks 
Its 40th Anniversary 


By Bruce M. Brapway 

Detroit, Feb. 14—More than 300 
of Campbell-Ewald Co.’s 360 em- 
ployes gathered in the ballroom 
of the Detroit Statler last week to 
celebrate the agency’s 40th an- 
niversary—40 years with Henry T. 
Ewald at the helm. 

Top executives of the agency 
conducted a fast-paced review of 
“Ceco’s” history and development, 
with liberal dashes of presenta- 
tion-type showmanship. Depart- 
ment heads explained the duties 
and operations of their offices. 


e But Henry Ewald talked about 
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the future. 

He told his “team,” as he likes 
to call the staff, that Campbell- 
Ewald Co. is in the process of plan- 
ning and preparing war emergency 
copy for clients. “I think we are 
better organized for a war or a 
world crisis this time than we were 
when the last war started,” he de- 
clared. 

“Paid space,” he told AA later, 
“now is frequently more widely 
read than editorial matter—and it 
is going to become more important 
during the present crisis than it 
was last time. There will be a great 
deal of institutional advertising 
with a patriotic motif designed to 
help preserve our ideals and ad- 
vertisers’ trademarks. 

“I believe,” he continued, “that 
every agency should be working 
right now—today—on _  recom- 
mendations and on copy for their 
ciients to run during the emergen- 
cy. 


e Henry Ewald has always work- 
ed and planned and organized for 
the future. It was planning and 
work that helped the infant Camp- 
bell-Ewald Co. take its first steps 
after it opened its doors for busi- 
ness on Feb. 7, 1911. 

Detroit, at the time, was a city 
of 465,000. The auto industry was 
just beginning to develop. And, 
while the city had gained 200,000 
in population in the preceding ten 
years, the big boom was still to 
come. 

Total assets of Ceco on the first 
day of business consisted of a 

(Continued on Page 54) 
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Coupon Handling Cost 


Stations Joinin TrendIsToward2Cents 


National Drive 


New York, Feb. 16—Independ- 
ent broadcasters in two cities— 
Washington and St. Louis—are 
using a novel sales pattern to boost 
their stock in competition with 
network and more powerful in- 
dependent stations. 

Organized “more or less inform- 
ally,” two years ago, to sell them- 
selves as the Greater St. Louis 
Broadcasting System, KSTL and 
WEW, both in St. Louis; KXLW, 
Clayton, Mo., and WTMV, East 
St. Louis, have appointed Adam J. 
Young Jr. Inc. to represent the 
group nationally. 

With the appointment of a na- 
tional representative, the system 
will start a concerted drive to sell 
national advertisers the four-in- 
one package as a means of reach- 
ing St. Louis’ daytime radio audi- 
ence. 


INDUSTRY ANGLE—Coal mining leads off 
in the new campaign of Moore Business 
Forms Inc., which includes a series of 
bleed pages describing the use of busi- 
ness forms in vorious industries. The ads 
ore running in American Business, News- 


e Mr. Young has prepared a bro- 
chure outlining the system’s sales 
story as follows: 

1. “Four impressions instead of 
one.” 

2. “A method of reaching the 
voluminous fringe audience with 
tremendous buying powers.” 

3. “Over-all coverage plus an au- 
dience not reached by other sta- 
tions.” 

4. “Use of four outstanding in- 
dependent stations with one rep- 
resentative and only one billing.” 

At the week’s end, Mr. Young 
reported that sponsor interest was 
encouraging, with a couple of ac- 
counts in the offing. He said the 
system's future plans include an 
institutional advertising campaign 


week, Purchasing, Time and U. S. News | 


& World Report. N. W. Ayer & Son is the 
agency. 


One-Minute Waffle 
Exceeds Prospect 
in Big City Test 


PHILAPELPHIA, Feb. 15—Downy 
Flake Frozen One-Minute waf- 
fles, a product of the recently- 
formed Waffle Corp. of America 
(205 Produce Exchange Bldg., 


here), has passed its original test | 


in this region. 

As a result, the company is plan- 
ning to invade the New York, Bal- 
timore and Washington markets in 


in business magazines. 
Advertisers can buy the four 
(Continued on Page 84) 


Last Minute News Flashes 


Oakite Sets Major Drive for Spring Months 


mid-March and expand the adver- 
tising budget commensurately. 
(Continued on Page 8) 


New York, Feb. 16—Timing the major push to coincide with the ar-| 


rival of the spring cleaning season next month, Oakite Products Inc. is 
stepping up its advertising this year with augmented radio and TV 
coverage supplementing a repeat schedule in 192 newspapers. Pro- 
grams and announcements wiil be used on 26 AM and four TV stations 
in selected major markets. Copy will appear in approximately ten mag- 
azines and in business papers. Calkins & Holden, Carlock, McClinton & 
Smith is the agency. 


‘Carnival’ Moves Up Ist Edition to April 


New York, Feb. 16—Carnival, new quarterly edited by John Mc- 


Clain, New York Journal-American columnist, will make its bow in’ 


April instead of September as originally planned (AA, Dec. 4, 1950). 
The magazine, which will go free to department store charge account 
customers, will get $2,400 a b&w page and $3,000 for four colors. April 
circulation is expected to be 300,000 among customers of 9 stores. 


Grey Gets Kaywoodie Pipe Account 

New York, Feb. 16—Grey Advertising Agency has been named to 
handle advertising of Kaufmann Bros. & Bondy, maker of Kaywoodie 
and Yello-Bole pipes. Anderson, Davis & Platte formerly had the ac- 
count. The pipe manufacturing company was purchased last month 
by Associated Products Inc., of which it is now a subsidiary. 


Proposed Ban on Liquor Price Copy Killed 


WASHINGTON, Feb. 16—District of Columbia commissioners today 
killed a proposal to prohibit price advertising for liquor. The rule was 
proposed by small retailers, opposed by newspapers and admen (earlier 
story on Page 82). 


(Additional News Flashes on Page 85) 


Food Manufacturers Set 
the Pace; Soap Makers 
Maintain 1¢ Allowance 


New York, Feb. 15—Since the 
first of the year there has been a 
definite trend on the part of man- 
ufacturers in the grocery field to 
allow retailers, who accept brand 
promotion coupon deals, 2¢ per 
coupon for handling costs instead 
of the traditional 1¢ previously 
paid, AA learned this week. 

Among food producers that have 
raised their coupon handling al- 
lowances are: Standard Brands, 
National Biscuit Co., Campbell 
Soup Co., Wesson Oil & Snowdrift 
Sales Co., Thomas J. Lipton Inc., 
Carnation Co. and its subsidiary, 
Albers Milling Co. All are now 
paying retailers 2¢ per coupon, 
although in some cases this al- 
lowance is qualified by certain re- 
strictions. 

Standard Brands, for example, 
as well as some of the other com- 
panies, still maintains the 1¢ price 
where its salesmen collect cou- 
|}pons from retailers. But when 
|retailers tabulate and mail the 
| coupons to the manufacturers, or 
| when retailers’ associations do the 
| 


| necessary clerical work, the manu- 
facturer pays 2¢ for the handling 
cost. 


|}@ Armour & Co., Chicago, is still 
| paying a handling allowance of 1¢. 
However, a spokesman told AA 
that because of higher fees being 
| paid by other companies, it is ex- 
| pected that Armour, as well as 
| others in the same boat, will have 
to follow suit and raise the ante. 
Armour said, parenthetically, that 
|; many dealers have been forced to 
| wait an unduly long time for re- 
|demption payments, and conse- 
| quently are not as prone to accept 
any coupon deals as they might be 
otherwise. 

Kraft Foods feels that its pres- 
ent 1¢ fee is not out of line, since 
Kraft employs its own men to pick 
up coupons at store outlets. Kraft 
said, however, that the 2¢ handling 
allowance currently being paid to 
dealers on the Pacific Coast by 
Kellogg Co. may have set a pre- 
cedent which will have to be fol- 
lowed. 


es Notable among exceptions to 
|the trend are the soap manufac- 
turers, who apparently are still 
maintaining their traditional price 
| of 1¢ per coupon for handling. 

As previously reported, grocers 
in most parts of the country have 
been bringing pressure to bear 
on manufacturers for some time 
for a minimum 2¢ per coupon 
handling rate (AA, Feb. 12). This 
has been strongest among chain 
store operators, although many 
independent retail grocers’ asso- 
ciations, particularly in the Far 
West, have been active in demand- 
ing higher allowances for coupon 
handling. 

Queried on its position in the 
matter, Super Market Institute 

(Continued on Page 4) 
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Grant Appoints Two 
PR Agencies to Aid 
Recruiting Program 


WASHINGTON, Feb. 15—Grant 
Advertising, agency for Army and 
Air Force recruiting, has com- 
pleted arrangements for two pub- 
lic relations concerns to help 
on recruiting publicity. 

The subcontracts, involving an 
expenditure of $100,000, are with 
Hill & Knowlton, Washington, and 
Adolph Wendland & Associates, 
Holly wood. 

According to Paul Mosely, Grant 
account executive on the publicity 
project, the publicity is expected 
to supplement the advertising and 
broad public relations which the 
Grant agency plans for the recruit- 
ing service 


e Hill & Knowlton’s 
involves contact with 
syndicates, columnists, national 
magazines and specialty books 
James Aswell is account executive 


assignment 
newspaper 


for Hill & Knowlton. 

The Wendland organization is 
expected to work with motion pic- 
ture producers, syndicated comics, 
network radio and TV. 

The subcontracts were arranged 
by the Grant agency on the basis 
of presentations from the public 
relations concerns, Mr. Mosely 
said. Col. William C. Berkley is 
project officer on the program for 
the recruiting service. Recruiting 
publicity is under direct super- 
vision of Col. Donald Wilkins. 


Weck Names R. T. O'Connell 

Edward Weck & Co., Brooklyn, 
has named the R. T. O’Connell Co., 
New York, to handle advertising 
for Weck surgical instruments and 
hospital supplies. The agency al- 
ready handles Weck razors, blades 
and hair shapers. 


Early to Join Wank & Wank 

Jack Early will join Wank & 
Wank Advertising, San Francisco, 
March 1 as account executive. He 
was formerly an account executive 
in the San Francisco office of 
Beaumont & Hohman. 


Advertising Age, February 19, 195) 


Clients Do the Selling for Ludgin Agency 


Cuicaco, Feb. 15—Earle Ludgin 
& Co. turned the tables on news- 
paper, magazine and_ broadcast 
salesmen with whom it does busi- 
ness here this week by having 
some 600 of them as guests at three 
luncheons it held in the Blackstone 
Hotel. 

The luncheons, Mr. Ludgin ex- 
plained, had for their purpose the 
development of a better knowledge 
of the agency in “the trade.” Such | 
knowledge and understanding are 
extremely important, he said, add- 
ing that the agency has found that 
“our destiny is as often in your 
hands as yours is in ours.” 


e@ The only “commercial” at the 
luncheons was the showing of a 
28-minute sound movie developed | 
by Ludgin to show to a prospective 
client. It consists of interviews | 
with top management officials of | 
nine present Ludgin clients, who} 
discuss, with unusual frankness, | 
their experience with agencies in 


general and what Ludgin has done | 


7. 


America’s Ist post-war 


television station... 


| 


KSD-TV | 


...now in its Jth year of 


commercial operation 


...delivers 100% of the 


television audience in 


230.000 TV homes. 


KSD-TV 


The ST. LOUIS POST-DISPATCH Television Station 


National Advertising Representative: 


FREE & PETERS, INC. 


for them. 

Featured in the film are Holman 
D. Pettibone, president, Chicago 
Title & Trust Co.; Albert Brown, 
vice-president, The Best Foods; 
Louis H. Regensburg, founder and 
retired president of American Hair 
& Felt Co.; Herbert P. McLaughlin, 
president, W. F. McLaughlin & 
Co.; Dr. Jules Montenier, presi- 
dent, Jules Montenier Inc.; A. A 
Voit, president, Mengel Co.; J. M. 
Commons, vice-president, Hart- 
mann Co.; and Wrisley B. Oleson, 
president, Allen B. Wrisley Co. 

“The film enabled us to take 


| nine of our clients into our pros- 


pect’s office and let them do our 
selling for us,” Mr. Ludgin ex- 
plained. 


Ad Managers Elect Fleetwood 


John T. Fleetwood, vice-presi- 


|dent and general manager of the 


Tribune Publishing Co., Carters- 
ville, Ga., has been elected pres- 
ident of the Georgia Daily Adver- 
tising Managers Assn. Other 
officers are: Don Collier, adver- 
tising manager of the Moultrie 
Observer, vice-president; William 
Godwin, in the Atlanta office of 


| Ward-Griffith Co., secretary, and 


L. A. Up De Graff, advertising 
director of the Columbus Ledger 
and Enquirer, treasurer. 


Two Join ‘Everywoman’s’ 

Robert S. Russell, formerly with 
Hillman Publications, and David E. 
Altmeyer, formerly with the Phila- 
delphia Inquirer, have joined the 
Chicago sales staff of Everywom- 
an’s Magazine. 


Betty McNeill Joins FC&B 


Betty McNeill, formerly with 
Grant Advertising, Chicago, has 


joined the San Francisco staff of 
Foote, Cone & Belding. 
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HATS OFF—High style and top designers 

are played up in this newspaper page 

for Hess Brothers, Allentown, Pa., depart- 
ment store. 


Expands Magic Chef Name 

American Stove Co., St. Louis, 
has announced that its Quick-Heat 
line of gas and oil space heaters 
and the Quick Meal line of oil 
stoves are now being sold under 
its Magic Chef trade name. Dis- 
tribution of the products has not 
been altered. According to the 
company, the change is essentially 
a consolidation move, preceded by 
the transfer of sales management 
for its Lorain, O., plant to the St. 
Louis headquarters. 


Kinney Enters Video 

G. R. Kinney Co., New York, 
manufacturer and retailer of shoes, 
has started a TV spot campaign, 
using one-minute jingles primarily 
in midwestern markets. Scheduled 
to push sales during the pre-Easter 
season, this is the first television 
advertising for the company. Gor- 
don Baird Associates services this 
account. 


“This is our Giant Economy Size for 
an area with more than The Growing Greensboro Market!” 


IT’S A GIANT ECONOMY SIZE MARKET, TOO! 


In the 


heart of North Carolina—South’s leading state—the Greens- 
boro 12-County ABC Trading Area concentrates 1/6 of the 
state’s population and 1/5 of the state’s retail and food sales! 
Since 1939, retail sales are up 301 %—the 10th largest increase 
in the United States. Reach this growing market profitably 
with the GREENSBORO NEWS and RECORD... 


The only medium with 70°, coverage in the Greensboro 12-County 
ABC Area, and selling influence in over half of North Carolina! 


Sales Management Figures 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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"What are your objectives 


for the 50's?" 


We're stuck with a calendar 12 months long... and 
for most purposes it serves admirably. 


But it can be a mistake to let our thinking bog down 
in “the twelve month rut.” It is convenient and natural 
to base our planning on what we expect to accomplish 
during the coming year... but year-to-year planning 


can cause a business to miss some golden opportunities. 


Plant expansions, modernization of production facilities, 
and similar capital expenditures customarily require 
and receive long-range consideration. 


Why shouldn't the same long-range thinking be applied 
to the advertising and selling program? Advertising 
should be looked upon as a capital investment. Basically, 


it shows results and pays dividends on a long term 
basis. The advertising program cannot, of course, ignore 
the objectives for 1951... but it is even more important 


that it tie in with long-range objectives. 


Right now it is particularly difficult to break our think- 
ing away from immediate problems. 


But take a moment to try to visualize the next ten 
years. Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
more families, more homes, more production, more 
income ... more of a market for every business. Some 
new companies will be dominant factors in the expanded 
economy of 1960... many old firms will be larger and 
stronger than ever. These successful companies will 
have had the benefit of long-range planning . . . for the 
position they hold in 1960 will be the result of the work 
they did in 1951... and 1954... and 1957. 


Let’s lift our sights beyond the next twelve months. 
When we consider investments in advertising, let’s ask, 
“What are our objectives for the 50°s?” 


PENTON 


PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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makes the 
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Numerous responsible surveys 
(including Electrical Dealer's 
own special studies) conclu- 
sively show that Appliance— 
Radio—TV Dealers exert the de- 
cisive influence in more than 
50% of allretailsales . . . 


Slowtsien Mentos 
tleetica! Deuler 
reaches more Appliance— 
Radio—TV Dealers than 


any other business 
publication... ... 


34,615 


CCA 
CIRCULATION 


—more than 50% 
unduplicated by 
the second book! 


- irr Send for “50 Questions 

3 ] ublcalion y and Answers about the 

> Poms’ Appliance — Radio — TV 
bt market” 


Denk 
ea Y e 
22 E. HURON STREET, CHICAGO 11, ILLINOIS 


a 
 Chewalend 15 New York 17 San Francisco 5 Los Angeles 5 
1826 Buclid Ave. 101 Park Ave. 625 Market St. 3727 W. éth St. 


Coupon Handling Cost 
TrendIsToward2Cents 


(Continued from Page 1) 

gave AA the following statement: 

“Super Market Institute and its 
trade committee, made up of top 
retailers throughout the country, 
have long advocated 2¢ pricing for 
the handling of coupons as a basic 
minimum. 


s “The committee also has recom- 
mended uniformity in the size of 


e y’" coupons. It has suggested to man- 
| eren¢c e 'ufacturers that they do not use 
e loose coupons, and that they make 


|coupons the size of a dollar bill 
for better handling by retailers. 

“The institute issued more than 
,a year ago a full outline of prac- 
tices which manufacturers could 
use that would facilitate the hand- 
| ling of their products by retail- 
ers. 

The Grocery Manufacturers of 
| America told AA that “quite a few | 
|member companies have moved 
over to the 2¢ bracket,” but the 
speaker refused to name names. 
He admitted, however, that there 
“seems to be a definite trend 
toward higher handling allow-| 
ances.” | 


e@ Two basic reasons are attributed | 
for the trend: Higher costs of doing | 
business, and a tremendous in-| 
| crease in the use of coupons. One 
| large independent grocer, who de- | 
clined to allow the use of his| 
}name, told AA that in one week 
recently he had received, and had 
been asked to handle, coupons for 
50 different advertised brands. He 
said it was impossible for his 
| clerks to handle coupons in such 
volume. 

In comparison, James A. Cov- 
eney, president of James A. Cov- 
}eney & Co., which handles Product 
of the Week promotions, told AA 
that during a recent promotion in 
Philadelphia, his company in one 


are described, sarcastically, as 
“phony bargain sales.” 


es In particular, there seems to be 
a growing resentment on the part 
of some retailers to the higher 
price trends reported imminent on 
soaps and detergents. It is pointed 
out that if price administrator Di- 
Salle’s “historical mark-up” policy 
is made effective, it could make 
possible a tremendous difference 
in retail prices of soaps. Retailers 
don’t like this because they're “on 
the firing line and take all the 
blame and abuse from consumers.” 

Surveys made by various state 
or regional retail] grocers’ asso- 
ciations reportedly point up four 
factors that manufacturers may 
have to take into consideration. 
These are: 

1. How much should the manu- 
facturer pay the retailer for coupon 
handling? On this point, the con- 
sensus would seem to average 2¢ 
a coupon. 

2. How should coupons be re- 
deemed by dealers? On this, a ma- 
jority of independent retailers ap- 
parently favors having the coupons 
picked up by the manufacturers’ 
salesmen. Most of the chains, on 
the other hand, prefer handling the 
tabulations themselves. This raises 
the question: If 2¢ is allowed in- 
dependents, how much more, if 
anything, should be granted to 
chain operators? 

3. What size coupon is preferred” 
Postcard size seems to have an 
edge, with dollar-bill-size a close 
second. 

4. What is the most effective way 
to distribute coupons? Direct mail 
is favored by about 57%, on the 
average, with house-to-house de- 
livery second 


e So far as AA has been able to 
learn, there has never been an 


week sorted, tabulated, redeemed 
and mailed 23,270 coupons for six 
manufacturers. It mailed checks 
to 871 individual retailers and the 
following week received covering 


coupon for handling, which, he 
said, is more than adequate to 
|}cover their mailing costs under 
{the Product of the Week setup. 
| Product of the Week operates cou- 
‘pon redemption offices in New 
| York, Columbus, Chicago and San 
Francisco. 

| During 1950, he said, Product of 


checks from the six manufacturers. | 
Mr. Coveney said that his or-| 
ganization allows retailers 1¢ per | 


over-all national survey on cou- 
pon sale practices covering both 
chain and independent grocers 
Many regional] surveys have been 
made, and some national studies 
by grocery publications have been 
published, such as Progressive 
Grocer’s study made about two 
years ago, and which still is gen- 
erally applicable to the over-all 
situation. 

A. C. Nielsen Co. is currently 
engaged in a national survey on the 
sales effect of coupons, sponsored 
by the Grocery Manufacturers of 
America. This report, Nielsen said, 
probably will be ready in about 


the Week promotions distributed | two months, 


| 65,000,000 coupons in 26 cities, and 
| redeemed over 10,000,000 coupons. 


Many are still coming in, he said, | 
as the deadline for redemptions! 


is not until March 1. 


@ Spokesmen for General Foods 
Corp. had no comment to make on 
the current coupon situation. It is 
understood that GF has made no 


change in its policy of allowing} 


l¢ per coupon to stores where 
coupons are collected, and 2¢ to 
multiple stores which tabulate and 
forward coupons from central of- 
fices. 

Among some groups of indepen- 
dent retailers there is said to be 
a growing hostility to coupon deals. 
This seemingly is based on three 
major objections: 

1. Because of manufacturers’ 
tendency to overload dealers with 
stock 

2. Because of “special’’ coupon 
deals that manufacturers are al- 
leged to have made with some 
chains and other competitors of 
independent grocers. 

3. Because in the face of the cur- 
rent price situation many retail- 
ers are finding it increasingly dif- 
ficult to overcome the growing 
resistance of consumers to what 


ie 


Mooney Joins ‘Home Owners’’ 

Harold L. Mooney, formerly 
sales manager of a division of 
American Machine & Metals Inc., 
| has joined Home Owners’ Catalogs, 
'an F. W. Dodge Corp. service, as 
a district manager with headquar- 
ters in New York. 


Appoints Michel-Cather 


American Abrasive Metals Co., 
| Irvington, N. J., manufacturer of 
safety walkway materials, has ap- 
pointed Michel-Cather Inc., New 
York, as its agency. Franklin 
Fader Co. formerly handled the 
account. 


( sames . WOOLF 


ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


The 
RIDGWAY CO. 


Resultful Advertising 
1901 LOCUST ST. + ST. LOUIS 
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farm market.” 
JOHN E. SANFORD, President 


Armour Fertilizer Works 


“Improved agricultural methods and 
more modern farm equipment are raising 
farm income to a new high level in the South. 
Farm diversification, more pastures and 
more livestock are contributing to this prog- 
ress. Each year, there are more trucks and 
tractors, electric lines and telephones on 
Southern farms. The Southern farm market 
is an important segment of the nation’s 


“The importance of the rural South 
as a burgeoning market for quality 
products— including 100% pure Penn- 
sylvania motor oils—was recognized a 
number of years ago by the Pennsyl- 
vania Grade Crude Oil Association. 
To reach a responsive audience in the 
rural South, the Association chose 
The Progressive Farmer. The results 
are deemed excellent. The Association 
plans to continue to advertise in The 
Progressive Farmer.” 


W. C. WENZEL, Executive Manager 
Pennsylvania Grade Crude Oil Association 


“The rural South has been recognized 
as the greatest market for electrified and 


mechanized farm equipment in the 
country. Rural electrification has opened 
a huge market for water systems. Pest 
control and diversification of farm crops 
has vastly increased the potential for 
power sprayers. Southern distributors 
and dealers are alert to the needs and 
through increased advertising and sales 
activity, our business has expanded tre- 
mendously in the rural South.” 


C. D. LEITER, Sales Manager 
The F. E. Myers & Bro. Co. 


More and more advertising 
moves SOUTH... 


The remarkable progress of the rural South during the last 
decade is proving attractive to America’s leading business execu- 
tives who are moving more and more advertising into The Pro- 

ive Farmer to sell 1,167,000 of the South’s most prosperous 
arm families. 


The Progressive Farmer is the leader among all farm magazines, 
in total advertising linage gains for the six-year period since 1944. 
In 1950, as compared to 1949, The Pro ive Farmer’s linage 

FARM FAMILIES gain was 49% greater than that of any other farm magazine. 


a Sa Advertisers invested more than $4 MILLION in The Progressive 
me bd a Farmer last year—four times as much as they invested in 1940 
— and twice as much as in 1946. 
How is your business in the rural South? Are you placing 
enough advertising in The Progressive Farmer to produce your 
share of sales gains in America’s fastest-growing market? 


Advertising Offices: BIRMINGHAM+ RALEIGH * MEMPHIS* DALLAS 
NEW YORK *CHICAGO+ Edw. S. Townsend Co., San Francisco, Los Angeles 


ws ruan 1,167,000. | 
SOUTHERN 
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2 Detroit Means Business 


; and advertisers have proven they 


know how to go after it by placing 


: ©pYVOLRIBB7 


lines of advertising in 
The Detroit News in 1950! 


Advertising Age, February 19, 1951 


CED Suggests Plan 


DETROIT NEWS 


DETROIT TIMES 


DETROIT FREE PRESS 


This is the 1950 
Record in Detroit: 


36,962,387 


20,311,656 


19,069,362 


$ Q The preference for The News by all types of advertisers from Classified, to General, to 
; Automotive, to Retail speaks for the effectiveness of Detroit News selling. 
In peace or preparedness, Detroit is top market and The News is its outstanding medium. 


" 452,760 | 
: rs largest total weekday — 
os ¢ circulation of any Detroit paper 
| — oe 


8. C. figures for 6-month 
| ending Sept. 30, 1950 


_—_— 


e under management of A. H. KUCH 


Eastern Offices: 110 E. 42nd St., New York 17— 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 


Owners ond Operators of Rodio Stations WWJ, WWJ-FM, WWITV 


to Halt Inflation 


WASHINGTON, Feb. 13—Emphas- 
izing that price and wage controls 
will not by themselves stem the 
tide of inflation because they deal 
with symptoms rather than with 
underlying causes, the Committee 
for Economic Development, 
through its program committee, 
has issued a statement today out- 
lining four basic points it consid- 
ers necessary for effective price- 
wage controls. 

“So long as the total demand for 
goods and services is greater than 
the supply, the evil effects of in- 
flation will operate throughout the 
economy,” the CED committee 
says. “If not expressed immediate- 
ly in terms of higher prices and 
higher wages, they will be ex- 
pressed in other forms no less 
damaging. There will be black 
markets. The quality of goods will! 
deteriorate. The pattern of produc- 
tion and distribution will be dis- 
torted; the economy will be less 
adapted to producing what con- 
sumers want. The force of com- 
petition for greater efficiency will 
be weakened; incentives will be 
reduced.” 


s Pointing out that an increase 
in production is not enough, and 
that strong measures will be nec- 
essary to hold down demand, the 
CED committee recommends: 

“1. Drastic steps to reduce all 
government expenditures not 
clearly essential to the defense ef- 
fort. 

“2. Taxes should be raised 
sharply and promptly to restrain 


|; consumers’ expenditures as well 


as to increase revenues. The goal 
should be a substantial cash sur- 
plus in the early part of calendar 


| 1951 and at least a balanced cash 


budget in the latter part. 

“3. The expansion of bank cred- 
it should be checked. The $9 bil- 
lion increase in bank credit to pri- 
vate and local government borrow- 
ers in the second half of 1950 was 
certainly a major factor in the in- 
flation,” the CED group declares. 

“4. A national program to en- 
courage savings should be inaug- 
urated. Anti-inflationary policy 
requires an effort to keep the com- 
munity as a whole from trying te 
buy more goods and services than 
are available...A national pro- 
gram of education is needed to 
bring home to our people their in- 
dividual responsibility to save.” 

Meyer Kestnbaum, president of 
Hart Schaffner & Marx, is chair- 
man of the CED research and poli- 
cy committee. 


Campbell-Mithun Promotes 
Albert Whitman, A. Lund 


Campbell-Mithun, Minneapolis, 
has named Albert R. Whitman, 
executive vice-president of the 
agency, to the board of directors. 
Arthur H. Lund, radio and tele- 
vision director, has been elected a 
vice-president of the agency. Er- 


a 


- 


A. H. Lund A. R. Whitman 


nest W. Turner, formerly a partner 
of Spielman, Taylor & Turner, Los 
Angeles, has been named executive 
art director. W. B. Stuart-Bullock, 
formerly copy chief of Robert Orr 
& Associates, has been named to 
assume major responsibilities in 
the agency’s copy department. 


Appoints Ryder & Ingram 
Ryder & Ingram Ltd., Oakland, 
Cal., has been named to direct the 
advertising of Grant Laboratories, 
Oakland, manufacturer of home 
use chemicals and insecticides. 
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WINDOW DISPLAY 
designed and produced for 
das. B. Beam Distilling Co. 


Display sa 


call KLING-! 


YOUNGSTOWN DISHWASHER DISPLAY KLING’S display designers are not only specialists in creating 
| ae ew powerful, sales building, traffic-stoppers; they are thoroughly 

, . experienced merchandising men, too. They can analyze your 
sales problems . . . suggest the proper materials and processes 
to produce the displays within your budget. 

A significant advantage —at K LING’S, the entire display job 
can be handled under this one great roof. KLING’S large staff 
of nationally-known artists and photographers will complete 
the finished art which will then be produced by KLING’S 


~~ 
» dees 


COUNTER DISPLAY 
designed ond produced for 
Wilson & Co. 


production experts. Even the final distribution of the : 

finished displays can be safely left up to KLING. Next time 

you need displays, call in the specialists— : 

men who know. Call KLING! ; 

30° STRUCTURAL CONVENTION EXHIBIT - 
designed ond produced for : 

The United States Printing and Lithograph Co. : 


ADVERTISING AND EDITORIAL ART. The largest PHOTOGRAPHY. Animated, stil! life, mechanical, DISPLAYS. Kling display designers are not only 


staff of nationally-known artists anywhere is at and food, in color or black and white by experts. artists but soundly grounded merchandising men 
Kling Studios. Every type of work frem line Room settings, a completely equipped kitchen, as well... can handle the complete job from idea 
drawings to full color oil paintings is available. and stylists are a few of the other services. conception to distribution of the finished display. 


SSS HEHEHE HESEHEHEHSSHSHEHSHS SESE EHETHEH ESHEETS HEHEHE ESHEETS HEHEHE EEE EEE HERE EE EE 


MOTION PICTURES. Documentary and sales train- TELEVISION. Nowhere else in the Mid-West are SLIDE FILMS. Sales training and promotion films 


ing films by experienced personnel working with the television facilities that Kling’s have. Pack- expertly produced and planned by a staff who 
the finest physical equipment available including age shows or commercials originated for you or have had years of experience in this field, Esti- 
mobile units for shooting on location. developed from your ideas in all techniques. mates furnished in either color or black & white. 


KMLEINIG studios 


CHICAGO: 601 N. FAIRBANKS COURT + DE 7-0400 
f 7 NEW YORK: 51 EAST SIST STREET + EL 5-7336 
, A MODERN BUILDING LOADED WITH TALENT FOR SERVING AMERICA’S ADVERTISERS DETROIT: 1928 GUARDIAN BUILDING . wo 11-2500 
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Radiomarine Boosts Aldridge 
George P. Aldridge, general sales | 
manager of Radiomarine Corp. of 
America, has been named to the} 
newly created position of vice- 
president in charge of sales and 
government contracts. He has been 
with the company for 22 years 


COPY AND 
CONSULTATION 
FOR AGENCIES 


163 WEST 577 STREET NEW YORK 19 PL 7 6616 
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One-Minute Waffle 
Exceeds Prospect 
in Big City Test 


(Continued from Page 1) 

The test, started in Philadelphia 
3'2 months ago and then expanded 
into southern New Jersey, Dela- 
ware and upstate Pennsylvania, 
has just about taken Mrs. House- 
wife by storm, according to Rich- 
ards J. Conly, president of the 
new company. 

Radio and television have been 
used primarily by the Waffle Corp. 
with such success that most of the 
new money being allocated for the 
greatly expanded campaign will 
continue in those media. The new 
campaign is scheduled to break the 
week of March 19. Distribution will 
be arranged in those areas by the 
middle of March. If the expanded 
plans prove fruitful, new terri- 


tories will be added by the com- 
pany 


until the entire nation is 


blanketed. 
J. M. Korn Co., this city, is the 
agency. 


e Downy Flake Frozen One-Min- 
ute waffles are packaged in cello- 
phane, a half dozen waffles to the 
package. They are pre-baked and 
quick frozen. However, they are 


Advertising Age, February 19, 1951 


| UJIM Bale YIOX MAN ay} Ul pazes} 


pue xaj,, 943 UO suonedronred 
Jinx” show on WNBC, the Jack 
Sterling show on WCBS and the 
Martin Block disc jockey show on} 
WNEW. In addition, the company | 
is taking television participations 


|on the Ted Steele show on WPIX| 


designed to avoid the defrosting | 


step. A housewife merely takes a 
package out of her refrigerator, 
pops the waffles into an ordinary 
bread toaster, and within a minute, 
hot waffles are ready to eat. 

To meet the growing demands 
for the frozen waffles, the company 
has expanded its production by 
adding new machinery. 

The new advertising campaign 
will be built radio-wise around the 
noon “Kate Smith Speaking” show 
on Mutual. Waffle Corp. will be- 
come local sponsor of the show in 
Philadelphia (where it is already 
on the air), Washington and Balti- 
more, 

Greatest effort will be concen- 


and the Kathy Norris show on 
WNBT. Small space is also sched- 
uled for the Daily News in New 
York. 


s Television support in this area is 
built around a half-hour Wednes. 
day evening show, 7 to 7:30 p. m., 
on WCAU-TV, under the name of 
“Cold Cash.” This is also partici- 
pating, but is being further sup. 
ported with 30-second and one- 
minute television spots. Television 
time also has been contracted for 
on WMAL-TV in Washington, 
WGAL in Lancaster, Pa., and 
WBAL-TV in Baltimore. In Read- 
ing, Pa., the company is partici- 
pating in the popular “Breakfast 
at Berks” radio show over WHUM. 
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How things are 
in Owatonna... 


Last Fall a salesman stopped in Owatonna to 


any big city. 


big city brethren. 


manufacturer or merchant, he may run a farm 
or ranch, grain elevator, service stations, or be 
a partner in other local projects. His business 
influence extends beyond his own business. 


There are 15,665 towns of 10M population or 


less 


see a customer who runs a factory there. 

His man had gone home to lunch, but returned 
soon...in field boots, hunting clothes and cap. 
He and a friend were going out later to try for 

their daily limit of cock pheasants. 


It couldn’t happen on Madison Avenue, or in 


ny . . 
The small town business man doesn’t find 


his main job as all-absorbing or enervating as his 


He can find more time for recreation. The 
fish and pheasants may be minutes away from 
his office. And his car is parked outside. 

The small town business man usually has 


energy and opportunity for other interests. A 


and who knows how many business men. 
Individually or collectively, these business 
men represent a vast market for advertising. 
Nation’s Business, reaching more business 


men than any other business publication, offers 


| serves 


Box Car Shortage 
Has New Effect 
on Paper Makers 


New York, Feb. 15—Two devel- 


the local 
causing 


week in 
that are 


opments this 
paper market 
concern are: 

1. The box car shortage in Can- 
ada which is curtailing the move- 
ment of newsprint, and 

2. Reports that some mills are 
planning to cut down shipments 
on contract deliveries to publishers 
by the same percentage they are 
required to set aside stock for 
government orders under directive 
M-36 of Feb. 8. 

The Canada box car shortage, 
according to reports received here 
from Montreal, will force shut- 
down of some newsprint mills 
within the next few days, unless 
more box cars are made available. 
Warehouses in the northern Que- 
bec area are said to be filled to 
capacity. Mills in the area require 
158 box cars daily to handle cur- 
rent output. With the present back- 
log of newsprint in storage there 
is need for 700 box cars daily. The 
recent railroad strike in the U. S 
is blamed for the present situation. 


e The U. S. government’s recent 
order to paper mills to reserve 
5% to 10% of paper production 
for possible purchase by govern- 
ment agencies, when issued last 
week, was not expected to reduce 
the amount of paper available for 


| civilian consumption, because re- 


not taken up by govern- 
ment by the tenth day of each 
month would be released for com- 
mercial orders. 

Mill representatives this week, 
however, have told some publish- 
ers here that mills may be forced 
to curtail contract deliveries 5% to 
10%. So far as AA could learn, no 
mill as yet has officially notified 
customers of this curtailment ex- 
cept orally, as a_ possibility, 
through local representatives. If 
it should be made effective it 
would be equivalent to a limita- 
tion order imposed on customers 
by mills, some publishers feel. 


e Another point of discussion in 
the local market during the week 
was the possibility of a smaller 
supply of pulp in 1951. The Assn. 
of Pulp Consumers has estimated 
1951 supply at about 14% less than 
the 1950 total, which was 2,850.- 
000 tons. Reasons for the probable 
decrease in supply are said to be 
sulphur shortage, increased gov- 
ernment buying, and price controls 
Sulphur producers have already 
cut deliveries to customers 15% 
to 20% based on 1950 deliveries. 


Ash Named Chairman 


a tremendous premium of small town business. 

Check the small town you know best, let us 
show you how much of the Who's Who in the 
town reads Nation’s Business. 

You can also check any large corporation 
you know, or any ten large corporations—and 
find Nation’s Business even better represented 
in big companies than in the little ones. 

If you sell to business, Nation’s Business is 
your best advertising buy. Any NB office can 
tell you more about its market. 


NATION'S BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, 
SAN FRANCISCO, LOS ANGELES, SEATTLE AND DALLAS 


Walter J. Ash, vice-president 
and sales manager of Consoli- 
|}dated Lithographing Corp., has 
| been named general chairman of 
ithe symposium committee for the 
fifth annual symposium and ex- 
hibit to be held April 3-4 at the 
Waldorf-Astoria, New York, by 
the Point of Purchase Advertis- 
ing Institute. Assistant general 
|chairman of the meeting will be 
Harry Fenster of I. Fenster & Sons. 


Paint Concern Changes Name 

U. S. Gutta Percha Paint Co., 
Providence, R. I., maker of Bar- 
reled Sunlight paints and enamels, 
has changed its name to Barreled 
Sunlight Paint Co. There will be 
no change in ownership or man- 
agement. 


Appoints Alport & O'Rourke 
C. R. Dillabaugh Co., Portland, 
Ore., boat building concern, has 
named Alport & O’Rourke, Port- 
land, to direct its advertising, pub- 
licity and merchandising programs 
Magazines, direct mail and dealer 
promotion material will be used. 
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Again in 1950 


es Advertising Lineage 
Farm Papers Farm Paper Jan.-Dec.-1950 

Ist Country Gentleman 800,083 

2nd | Weekly Star | 718,791 
3rd Wallace's Farmer 680,486 
4th Progressive Farmer 679,901 
5th The Farmer 576,494 
6th Successful Farming 525,218 o ft h 
7th Farm Journal 499,088 U n e 


a 
Comparison includes all farm papers—farm magazines, N a f I oO lf} 
monthlies, semi-monthlies, bi-weeklies and weeklies. 


s 
Source: Advertising Age, January 21, 1951, 
annual comparison of farm paper advertising lineage. 


among all farm papers 


How does The Weekly Star get this way? 


& irst = A long record of profitable performance for manufacturers and their 
dealers. Simply stated, The Weekly Star moves more manufacturers’ goods 
off dealers’ shelves at the most economical farm paper rate in America. 


Second = County Agents in Missouri and Kansas overwhelmingly voted The 
Weekly Star best from the standpoint of useful information given and 
influence it has on farmers. 


Che Weekly Ransas City Star. 


Largest Farm Weekly in America 
Over 450,000 Paid-in-Advance Circulation 


1729 Grand 202 S. State St. . , SE. 
Kansas City irrison 1200 Chicago Wrosier 9-0532 New York Lainghen 9-0008 
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EVERYWOMANS 


MAGAZINE 


| THE WOMAN’S GUIDE TO BETTER LIVING 


| La 


1,000,000 CO 


More than 1,000,000 copies of the first issue of Everywoman’s! A sell- 
out! These copies moved across the checkout counters of 2,600 chain 


2 i 


Swe 


aCe Ser ae See 4 SP Se ee ae 


store outlets. They sold out in 8 days. 


Look at this fine new magazine! Examine its editorial contents — its 
: art, the helpful features to wives, to mothers, and to families. } 


You will see why women bought it so quickly, and why Everywoman’s 
Magazine is an advertising medium of importance for the manufacturer 
who sells his product to women. 


EVERYWOMANS magazine inc. | 


ROY M. HUTCHINSON WEST COAST REPRESENTATIVE 
ADVERTISING DIRECTOR 35 East Wacker Drive, Chicago 1, Illinois W. F. COLEMAN co., INC. 


31 West 47th Street, New York 19, New York Telephone Financial 6-1273 1038 Henry Bldg. 300 Montgomery St. 530 West 6th St. 
Telephone JUdson 6-0310 Seattle, Wash. San Francisco, Cal. los Angeles, Cal. 
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PY SELLOUT 


CHICAGO 
“No doubr that we will sell out the first issue—in fact, too soon.” 
—National Tea Co. 
“Expect to be completely sold out by January 14. . . . Response was excellent.” 
—Fred Meyer, Inc. 
BUFFALO 
“Through January 6th, approximately 72,000 copies sold. Increase March order to 
100,000 copies.” —lLoblaw, Inc. 
NORFOLK 
“97 stores reported 15,000 copies sold in first week.” —Colonial Stores, Inc. 
TORONTO 


“First three days—77,585 magazines sold. Out of total number received, namely 
90,965, we had in store stock on January 6th, 1,132—all other stores being completely 
sold out.” —Loblaw Groceterias Co., Ltd. 


KNOXVILLE 

“Increase our order for March to 15,350 copies or an increase of 6,000 copies over 

previous monthly shipments. Still would like additional February copies, if available.” 
—The White Stores, Inc. 


PITTSBURGH 

“Increase March issue to 27,000 copies.” —Thorofare Markets, Inc. 
SAN FRANCISCO 

“75 per cent sold first seven days of sale” —Purity Stores, Led. 
SEATTLE 

“Public accepted this magazine very readily and you can see that we have increased 
our order better than 60%.” —Tradewell Stores, Inc. 


WARREN, OHIO 

“Practically every store sold out the same day the magazines were put out. Even 
though we got an additional supply, we are having people complain now that they 
got the magazine the first time and were waiting for the second issue, but we were 
sold out before they came to get their copy. Although it was rough the firse day, 
it will be much more rough when people come back to get their copy and we have 
no more magazines.” —McAllister Dairy Farms, Inc. 


30 IMPORTANT FOOD CHAINS 
DISTRIBUTE EVERYWOMAN’S... 


ALEXANDER'S SUPER MARKETS 
BENNER TEA CO. 

CARTY BROTHERS 

CHECKER FRONT STORES, INC. 
CHILDS FOOD STORES, INC. 
COLONIAL STORES, INC. 
DIAMOND BROTHERS 

EISNER GROCERY CO. 

THE FISHER BROS. CO. 
FITZSIMMONS STORES, LTD. 
FOOD FAIR, INC. 

GRISTEDE BROTHERS 
HAGSTROM STORES 

HYDE & VREDENBURG, INC. 
LOBLAW GROCETERIAS, INC. 
LOBLAW GROCETERIAS CO., LTD. CAN. 
McALLISTER'S FARM MARKETS 
THE MARKET BASKET 

FRED MEYER, INC. 

NATIONAL TEA CO. 

PURITY STORES 

ROBERTS PUBLIC MARKETS, INC. 
SAVE-WAY SUPERMARKETS, INC. 
SCHAFFER STORES CO., INC. 
THOROFARE MARKETS, INC. 
TRADEWELL STORES 

VON'S GROCERY CO. 

THE WHITE STORES, INC. 
WORTH FOOD MARKETS 
WRIGLEY'S STORES, INC. 
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Confusion in Television Research 

The impact of television on American living habits is a subject of 
enormous interest to all advertising and marketing people. But it is 
extremely difficult to discover what that impact is, and the all-too- 
numerous bits and pieces of research we have seen on the subject 
are doing nothing to clear it up. 

We are told, on the basis of this or that study, that television has 
Or has not resulted in lower school grades for our children. We are 
told that it does or does not reduce attendance at athletic events, that 
it cuts down newspaper reading or increases it; that it takes the 
lace of magazines, or induces people to read them more often and 
more carefully. 

Television either induces people to become hermits and never see 
their 
Sort of way, and they buy far more beer and peanuts and cold cuts 
than anyone ever thought possible, in order to stuff the mouths of 


friends, or it makes them exceptionally convivial in an odd 


the multitudes of friends who are constantly present in their homes 
From the research into the subject which we have seen, it is difficult 
t tell which. 

The television home also either junks its radio or has two and 
seven-eighths members who sulk constantly in their own rooms with 
their ears glued to a radio set because they can’t stand TV; it stops 
buying books entirely, Or its interest in books is greatly enhanced 
by the erudite questions it hears asked—and sometimes answered— 
@n the various TV quiz shows. 

And so, on and on. 

The confusion was at one time understandable. With small samples, 
and with a very substantial number of television homes showing 
atypical reactions because the set had just been in a week, it was 
clear that confusion shuuld exist. But by now even television has set- 
tled down pretty well in a number of markets, and some organization 
or group ought to be able to come up with some authoritative and 
acceptable answers on exactly how television affects the American 
family, its social and its buying habits. 

Reliable, authentic data on this score is badly needed. Let’s hope 
it is forthcoming before too long. 


Postal Service: Bad and Getting Worse 


From every side one hears complaints about the deteriorating 
postal service. 

A correspondent tells us, for example, of an instance in which it 
took nine days for a plate, mailed parcel post in his own city, to 
reach him, and of another instance in which a letter which was in- 
correctly addressed got to a postal substation within three miles 
of his office and was then returned to the writer, more than 1,000 
miles away, because the post office would not supply directory serv- 
ice. 

These are extreme, but by no means unusual instances of the 
manner in which the postal service, once the pride of the entire nation, 
has deteriorated, to the detriment of business, the public, and the 
government itself. There are bitter stories whispered here and there 
to the effect that some of the deterioration was “planned that way” 
to prove to a reluctant Congress how badly the service needs addi- 
tional revenue. We hope and believe that they are not true. 

But it is clear that postal service is a long way from being as 
good as it once was, and it is completely ridiculous that this should 
be so. No service of the government so directly affects the lives of 
all the people; none is so widely used or so deeply trusted. Holding 
the country together without the communications system that is the 
United States Mails is unthinkable. And a deterioration in this vital 
service can be disastrous. Whatever it takes to get first class service 
must be provided. No other attitude is worth considering. 


Advertising Age, February 19, 1951 


—Family Circle, reprinted from 
Advertising Age of Dec. 7, 1942. 


| What They're Saying 


The Radio Researcher 
I would like to introduce today’s 
speaker by filling you in with a 
little background on the field of 
radio and television surveys. There 
are three principal methods used 
to measure the audience: The 
Crossley, the Hooper, and the Neil- | 
| sen. 

1. Crossley: This may be char- 
acterized as the morning after 
technique. You telephone a man 
the morning after, and say to him, 
| “What were you doing last night 
| between 10 and 10:30?” The man 


psychologists. They know man’s 
inate curiosity about his own 
height and weight and any other 
available statistics. They are also 
very wise to the American weak- 
ness for racing forms, so they each 
get out a racing form. A look at it 
shows you past performances on 
this and other tracks, how often 
your selection has ended in the 
money, whose money is riding on 
each nag. And for an extra buck 
they will tell you what odds to 
place on a given show, say Sun- 
day night at 7. They even main- 


| either can’t remember, is trying to| t#iM a race wire to give you re- 
forget, or says, “It's none of your | Sults faster. When you start into 
goddam business.” This was the | this business all you have to do is 


fatal weakness of the Crossley 


2. With the Hooper method, you 
bother the listener just when he 
has begun to fall asleep in his 
favorite Morris chair. Up to that 
point, only the stars themselves 
hated Hooper, but now he is the 
public’s enemy No. 1. 

3. The Neilsen approach is to 
put meters in 1,500 homes, and pre- 
tend that the people who live 
there are just like everybody else, 
namely, that each family has 23% 


button-hole maker, and mother is 
an heiress; that each family con- 
tains a member of each religious 


resentative of all the unfrocked 
Buddhist monks now residing in 
California. Nobody has any quar- 
rel with so intelligent an assump- 
tien. 

Of course, no one 
by Hooper, Neilsen, Crossley, 
Trendex, Videodex, Radox, Clorox, 
Kleenex or Matzola. 

No one ever knew a soul -who 
has an Audimeter in his home. And 
Hooper, Neilsen et al won't divulge 
who has ’em or who got called. 
There’s a reason for their coyness. | 
The unvarnished truth is that no- 
body ever did have an Audimeter, 
and nobody gets called. This is the 
hoax of the electronic age. This 
is the South Sea Island bubble, | 
the Florida land boom and the sale 


into one. This is the great badger 
game, the pea under the shells. 

But these rating people are no 
ordinary con men _ victimizing 
widows and orphans. These char- 
acters have the brass to ply their 
trade among otherwise astute and 
wily business men. 

They are all, of course, trained 


method, and it died with an ice-| . . 
bag on its head. | mother-in-law in front of a radio. 


babies, that father is an immigrant | 


faith, and that big brother is rep-| 


| establish your par for each show. 
is is done by sitting your 


| If she tunes out in the first two 
minutes, 1.7. If she stays with a 

| show till the middle commercial, 
10.4. If it’s Winchell or Benny it’s 
in the first 10. All public service 
shows are automatically given 
less than 1% without a hearing 
just for spite. From there on and 
forever, you just manipulate the 
numbers a few tenths of a point 

| either way every two weeks. 

But don’t think there isn’t poetic 
justice in this, as in all mortal 
endeavors. For there is “no honor 
among these thieves.’ 

A couple of years back, “Hoop” 
sold his Hooperatings to Neilsen. 
Today, “Hoop” not only has $6,- 
000,000 of Neilsen’s money, he also 
has Hooperatings. Now, 


was not, I might add, our speaker, 


has ever | who has proved himself to be the 


known anyone who was ever called| No. 1 shill in the greatest confi- 


| dence dodge of this age, Mr. C. for 
Claude, E. Hooper. 
—Introduction of C. E. Hooper be- 
fore Radio Executives Club of New 
York, Feb. 8, by Robert Saudek, 
president of the club and vice-presi- 
dent of American Broadcasting Co. 


| 


| Cocktails and the Critics 


Expenditure on two cocktail 
parties for the Press was criticized 
when Scarborough Council reap- 
pointed their Press officer. 

Critics said some entertaining 


was necessary, but “the pendulum | 
of the Brooklyn Bridge all rolled | @4 swung too far.” 


| Alderman Pindar, chairman of 
| the publicity committee, said the 


money on cocktail parties had} 


been well spent. It was very im- 
portant, wher building up contacts, 
that the corporation should show 
journalists their interest was ap- 
preciated. 


—Advertiser's Weekly, London, Jan. 
11, 1951. 


in that) 
deal, somebody got sc—stung. It 


Rough Proofs 


| According to their new contract, 
WJW’s announcers will hereafter 
share in increased time sales. Now 
you will have a chance to see what 


oomph in commercials really 
means. 

: 
“Telegift plans gift-by-wire 


service in May,” reports the 
world’s greatest advertising jour- 
nal. 

It’s getting harder and harder 
for the forgetful spouse to shirk 
his anniversary responsibilities. 

o 

The news that another big drive 
to speed up collections of waste 
paper for use in making containers 
has been started should make you 
feel at least ten years younger. 

+ 

Omar wondered out loud what 
the vintners could buy one-half so 
precious as the stuff they sold, and 
Piel Bros. has just announced the 
purchase of the Trommer beer 
business. 

e 

Excise taxes are a favorite form 
of revenue collection, and the only 
problem revolves around the ques- 
tion of whose business is to be 
operated on first. 

_ 

Practical Builder talks with 
great practicality about the grow- 
ing popularity of full-length win- 
dows for bathrooms, an unusually 
interesting idea from the stand- 
point of the neighbors. 

7 

“Advertising,” remarks Business 
Week, “was no problem to the in- 
quisitive Oriental who mixed sul- 
phur, saltpeter and charcoal to 
produce one of the first industrial 
chemical compounds.” 

In spite of that, the product went 
over with a bang. 

. 

It’s now reported that the na- 
tion has over 10,500,000 TV sets, 
and if the number keeps increas- 
ing, Milton Berle will start serious- 
ly thinking about running for 
president. 

. 

“Today,” says the Chicago Her- 
ald-American, “food is of top im- 
portance to every housewife who 
has meals to prepare.” 

Not to mention the members of 
her loving family. 
| - 


Electric blankets, suggests Sports 
Afield, would make it unnecessary 
for hunters to share their beds 
with their dogs, but how would 
such a change appeal to the dogs? 
7 
| Zenith says, almost unbelieving- 

ly, that there’s $1 billion a year 
|in potential movie business via 
| Phonevision, in spite of Hedy La- 
marr’s announcement that she is 
| retiring from the screen. 

. 

| Revlon is matching its lipstick 
and rouge terminology, but still 
has left such titles as “Where's the 
Fire,” a descriptive that ought to 
start the drums beating in the 
breast of the least predatory fe- 
male. 


* 

Add What’s-in-a-Name Depart- 
ment: President Robert F. Black 
has just received a pin to celebrate 
the completion of 15 years’ service 
as president of the White Motor 
Co. 
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THE INQUIRER PUBLISHED 


THE LARGEST VOLUME OF 
CLASSIFIED ADVERTISING 


IN PHILADELPHIA 


FIRST in rota 


ADVERTISING 


The Inquirer—in 1950—pub- 
lished more than 36,000,000 
lines of advertising . . . the larg- 
est volume ever published by 
any Philadelphia newspaper ... 
representing a leadership of 
5,640,000 lines over the 2nd 
newspaper. 


of 72% over the second newspaper. 


Both The Inquirer and 2nd newspaper publish 7 days. 


FIRST in retain 


ADVERTISING 


The retail advertising volume 
of 19,680,000 lines in The 
Inquirer is 1,960,000 lines 
greater than the second news- 
paper and is the largest volume 
ever published in Philadelphia. 


ae 


FIRST in nationat 


ADVERTISING 


The 7,545,000 lines of na- 
tional advertising published in 
1950 is the largest volume ever 
carried by any one Philadelphia 
newspaper in any one year. 


...amounting to 8,500,000 lines...a leadership 


The Inquirer was the only Philadelphia 
newspaper to carry more than 1,000,000 


individual classified advertisements. 


Source: Media Records. 


Now in its 18th \ Circulation: Daily—678,064—Sunday—1,126.901 


/ Consecutive Year of Total | 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3.6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Bovlevord, Los Angeles, Michigen 0578 


mits” Che Philadelphia Mnquirer 


Philadelphia Prefers The Inquirer 
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“When any 


Sa ee 


other major 
advertising: 
medium 
reaches more 


people per 


dollar.” 


CBS reaches 591 
people per dollar. 
Magazines reach 365 
people per dollar. 
Newspapers reach 249 


people per dollar. 


All data latest available. percent 


of radio homes reached based on 
Nielsen ratings, Dec. 3.9, "50 
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QUANTITY-1,000 000 
QUALITY-€/be 


If you’re not advertising in The Elks, you're miss- 
ing one of America’s most selective male mass 
markets—1,000,000 MEN—more than live ina 
city the size of Philadelphia. And don’t forget— 
Elks earn twice the national average. They can 


afford to buy more... more often. 


MAGAZINE | | 


: 


New York - Chicago + Los Angeles - Detroit + Seattle 


NBC Announces New Rates 
for WNBT, WNBQ and WNBK 


National Broadcasting Co., New 
York, has announced new rates for 
three of its owned and operated 
television stations—WNBT, New 
York; WNBQ, Chicago, and 
WNBK, Cleveland. The new rate | 
for one-hour, Class A for WNBT 
is $3,250; for WNBQ, $1,300, and 
for WNBK, $750. The rates for an- 
nouncements and station breaks, 
Class A, will be $675 for WNBT 
$260 for WNBQ and $150 for 
WNBK. Eight-second station iden- 
tification sharing announcements | 
will continue to be one-half! 
the regular announcement rate 
Classes B and C rates also will be 
changed. 

Orders accepted prior to Feb | 
15, effective date for the new rates, 
will be protected at current rates | 
for six months. Commitments made 
for amnouncements and _ station 
breaks in Class A time will be pro- 
tected for three months. 
| 
Starts Dog Biscuit Drive | 


Spratt’s Patent (America) Ltd., 
Newark, N. J., has launched a 
three-month campaign in the mid- 
dle Atlantic states for its assorted 
dog biscuits. Newspapers, Sunday 
supplements, magazines and ra- 
dio spots carry the theme “Five 
Course Menu” for the five dif- 
ferent kinds of dog biscuits in 
Spratt’s assorted package. Paris 
& Peart, New York, is the agency. 


McCann-Erickson Ups McKee 

Rudyard C. McKee, formerly an 
account executive with McCann- 
Erickson, New York, has been ap- 
pointed assistant to the president, 
Marion Harper Jr. He also will 
be a member of the agency's ad- 
visory committee on advertising 
plans, eastern region. 


Appoints McKinney Agency 

Milton Roy Co., Wyndmoor, Pa., 
manufacturer of direct control 
pumps, has appointed Harris D. 
McKinney Organization, Philadel- 
phia, as its agency. 


WHY ADMEN GET ULCERS... 


J\JAX WIDGITS KNOCKED THEMSELVES 
OUT PRAISING THE COPY AND LayouT!-- 


ADT BOY, WHEN THEY SAW 
THE AD IN THE MAGAZINE /A- 


7/0 PINBRANE, WERE NUTS ABOUT 
THIS AD IT'S OUTA THIS WORLD J} / //” 
OUGHTA KNOCK 'EM DEAD~ DON'T 
CHANGE A THING, IT'S PERFECT ~~ ie RE 
YOU'RE ON TH BEAM= 77 ou od 


THATS 
mM'BOY 


. 
\ 


\YZ 
Fie // 


2@!!#1 TELL YA PINBRANE IT STINKS /- 
THE COPYS WHACKY AN! TH' LAYOUT 

1S STRICKLY FROM HUNGER~ WHAT KIND 
OF A GOOFBALL OUTFIT YA GOT? GET ON 

THE *@/* BALL OR WE GETA 


Enlarged reprints available upon request 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . .. 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 


Qroruilf TH sgenay ov fr TE tenting. 
® 


IMPLEMENT 


mm 6 & TRACTOR 


KANSAS CITY 6, MO. 


Employes of the South Bend Tribune helped observe the 83rd 
birthday of F. A. Miller, president and publisher, at a party held in 
the Tribune Bldg. on Jan. 31 ...Charles A. Sprague, publisher of 
the Oregon Statesman, Salem, was named the city’s first citizen of 
1950, a title awarded by the Salem Chamber of Commerce. . . 

John Cameron, copywriter at Lennen & Mitchell, New York, and 
Art Stein, promotion manager of Newsweek, are building a boat for 
their leisure hours. John is down at Man-o-War Cay in the Bahamas, 
supervising its construction... Al Stevens, advertising manager of 
American Tobacco Co., is vacationing in Mexico... 

Pete Gundus of McCann-Erickson, Chicago, has been elected a 
professional member of Alpha Delta Sigma, Roosevelt College chap- 
ter. Pete teaches production at Roosevelt... Allis-Chalmers’ v. p. 
in charge of research, Harry K. Ihrig, has been appointed research 
professor in biophysics at Marquette University graduate school in 
Milwaukee. Special equipment in the company’s laboratory will be 
available to university researchers . . . 

Walter Blanchfield of This Week Magazine has been elected gov- 
ernor of the Lantern Club, Boston, and Philip Nutting, representa- 
tive of Holiday, is the new secretary-treasurer ... Henry O. White- 
side, v. p. of Gardner Advertising Co., has been drafted by the citi- 
zens’ advisory committee to file as a candidate for membership on 
the Board of Education in St. Louis... 


HAPPY BIRTHDAY—Dr. Allen B. DuMont cuts surprise birthday coke in the cofeteria 

of DuMont plont in Clifton, N. J., marking his mid-century anniversary. Looking on 

left to right) are Leonard F. Cramer, DuMont vice-president; Stanley Koch, director of 
i 


the tube develop b y; and Rudo!f Feldt, manager of the instrument 


division. 


The Lt. Col. W. E. Bertram, who, newspaper readers learned, was 
the first F-84 pilot to shoot down a Communist plane, is the son of 
W. A. Bertram, president of Display Art Inc., Chicago. Col. Bertram 
served in China and India during World War II... 

Honors come thick and fast for Viela R. Noble, publicity director 
of Clarke’s, Tulsa. For the second year in succession she was cited 
by the Chamber of Commerce for directing the 1950 Community 
Chest publicity program. In the same week, she received a savings 
bond prize for ads she prepared for her store on Lakeland sports 
Jackets, in the annual competition run by Lakeland Mfg. Co... 

Humberto M. Sheridan, Mexico City manager for J. Walter 
Thompson Co., has been elected president of the Mexican Assn. of 
Advertising Agencies, Mexican counterpart of the Four A’s. Last 
year he was vice-president of the association .. . 

Another art man, Robert Cowan, one of Anderson & Cairns’ art 
directors, and his wife are on a two-week vacation in Peru—three 
weeks, if they can afford it... Ed Kobak, business consultant and 
former Mutual prexy, has bought a half-interest in The McDuffie 
Progress, Thomson, Ga., weekly. Ed also owns farm interests around 
Thomson as well as WTWA, run by his son... 

Gene King, program manager of WCOP, Boston, and president of 
the Ohio State Alumni Club of New England, was host to Dr. How- 
ard L. Bevis, Ohio State prexy, at the club’s annual dinner a couple 
of weeks ago... When John M. Montague, western representative of 
the First 3 Markets Group, was named honorary president of the 
Notre Dame Club of Chicago Jan. 29, his old friend, the Very Rev 
John J. Cavanaugh, C.S.C., Notre Dame's president, was on hand 
to congratulate him... 

A new director of the board of Avco Mfg. Corp. is Joseph H. Hall, 
president of Kroger Co., Cincinnati...And in Miami, Fla. Lee 
Ruwitch, v. p. and general manager of WTVJ, has been elected to 
the station's board .. . 

Norma Jones, ad manager of Klines Inc., is chairman of the 17th 
annual gridiron dinner booked at the Jefferson Hotel March 27 by 
the Women’s Advertising Club of St. Louis. Skits are being written 
for the event by Bea Adams of Gardner Advertising and Clarissa 
S. Davidson of the St. Louis Post-Dispatch... 

The Advertising Club of St. Louis (the men’s club) has scheduled 
its gridiron dinner, also an annual event, at the Jefferson on April 
5. Walter G. Heren, ad director of Union Electric Co., is general 
chairman and Arthur J. Casey of KSD, production manager ... 

Harry Maizlish, president and manager of KFWB, Los Angeles. 
and Robert J. McAndrews, managing director of Southern California 
Broadcasters’ Assn., have been reelected to represent the broadcast 
industry on the board of governors of the greater Los Angeles chap- 
ter of the National Safety Council 

John Crain, recently junior partner and account exec with Colman 
Co., San Francisco agency, has been appointed assistant public infor- 
mation officer of the Sixth Army Recruiting Service at the Presidio, 
S.F 
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SUNDAY 


SUNDAY 


DAILY 


THE TIMES ..... 
Examiner ...... 
Herald-Express 

Daily News .... 
The Mirror ..... 


TOTAL LINAGE .. 


DAILY 


38.0% 


LINAGE 


39,157,453. . 
27,629,818... 
15,170,086... 
11,945,453... 

9,112,994... 


_ HERALD- 
EXPRESS 


14.7% 


PERCENT 
38.0 
26.8 
14.7 
11.6 
8.9 


103,015,804. . 


. 100.0% 


11.6% 


LINAGE 
a ee eee 27,173,416.... 
SUNDAY TIMES ....... 11,984,037.... 
DAILY EXAMINER ..... 17,892,174... 


SUNDAY EXAMINER . 


9,737,644.... 


PERCENT 
26.4 
11.6 
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Total Department 


Total Display Advertising 


Linage Percent 
THE TIMES ...... 27,555,716 35.5 
Examiner ...... 18,819,011 24.2 
Herald-Express .. 14,018,033 18.1 
Daily News ..... 10,653,027 13.7 
The Mirror ..... 6,579,570 8.5 
TOTAL LINAGE.. . 77,625,357 100.0% 
DAILY TIMES ........ 19,047,005 24.5 
SUNDAY TIMES ...... 8,508,711 11.0 
DAILY EXAMINER .... 11,620,853 149 
SUNDAY EXAMINER .. 7,198,158 93 

Linage Percent 
THE TIMES ...... 21,112,028 36.4 
Examiner ...... 13,850,638 23.9 
Herald-Express .. 9,749,232 16.8 
Daily News ..... 8,359,528 14.4 
The Mirror ..... 4,942,978 8.5 
TOTAL LINAGE.. . 58,014,404 100.0% 
DAILY TIMES ........ 14,471,038 24.9 
SUNDAY TIMES ...... 6,640,990 11.5 
DAILY EXAMINER .... 8,034,062 13.9 
SUNDAY EXAMINER .. 5,816,576 10.0 


Store Advertising 


THE TIMES . 


Daily News 
The Mirror 


Examiner ...... 
Herald-Express . . 


TOTAL LINAGE. . . 24,072,514 


DAILY TIMES ........ 


SUNDAY TIMES 


DAILY EXAMINER .... 
SUNDAY EXAMINER .. 


eeeeee 


Linage Percent 
10,218,504 42.5 
5,087,537 21.1 
3,692,598 15.3 
3,828,027 15.9 
1,245,848 5.2 
100.0% 
7,781,600 32.4 
2,436,904 10.1 
2,811,224 11.7 
2,276,313 9.4 
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“This Week” and “American Weekly” linage excluded 
from all figures. SOURCE, MEDIA RECORDS. 
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Los Angeles story for 1950: 
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... Total General Advertising“ 


Linage Percent 
THE TIMES ...... 6,443,688 32.9 
Examiner ...... 4,968,373 25.3 
Herald-Express .. 4,268,801 21.8 
Daily News ..... 2,293,499 11.7 
The Mirror ..... 1,636,592 8.3 

* TOTAL LINAGE.. . 19,610,953 100.0% 

eee 4,575,967 23.4 
SUNDAY TIMES ...... 1,867,721 9.5 
DAILY EXAMINER .... 3,586,791 18.3 
SUNDAY EXAMINER .. 1,381,582 7.0 


During 1950, The Times piled up a further 
5 million line gain over record-breaking 
1949. (In 1949, The Times showed the 
nation’s largest morning and Sunday gain, 
6 million lines, over the preceding year.) 


During 1950, The Times added Sunday 
circulation leadership to its commanding 
circulation lead in the daily field. Times daily 
circulation (393,705) and Sunday circula- 
tion (765,730) is the largest west of 
Chicago. 


During 1950, The Times led the world in 
classified ads, publishing 11,594,510 
classified lines, 45.7% of the metropolitan 
Los Angeles classified advertising field. 


During 1950, The Times continued to lead 
all morning newspapers in the nation in 
volume of home-delivered circulation. 
More than 3 of every 4 daily Times readers 
take The Times at home. 
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Advertising Age, February 19, 
‘ .s « i 
Better Living, 

’ ada 
McCall's’ Offer 


One Combination 


New York, Feb. 14—McCall 
Corp. today announced the crea- 
tion of a combination made up of 
McCall's and Better Living, which 
gives advertisers a guaranteed cir- 
culation of 5,400,000—‘“the biggest 
magazine circulation available to 
advertisers.” 

(Latest figures show that The 
American Weekly has a_ 9,300,000 
circulation guarantee, This Week 
Magazine's circulation is about 
9,450,000 and Life’s guarantee 
5,200,000.) 

Advertisers in the McCall’s- 
Better Living combination, the an- 
nouncement said, will receive the 
promotion and merchandising ac- 
tivities of the two magazines. Ad- 
vertisers will get a special com- 
bination rate—a 2% discount 
based on equivalent space in both 
publications. 

Each magazine may also be 
bought separately at regular rates. 
McCall's now gets $10,400 per bew 
page (the price goes to $11,400 in 
September). Better Living, 5¢ 
consumer monthly which bows 
with its May issue, gets $4,125 a 
b&w page. 


1s 


e McCall's, which for the past few 
months has been delivering a cir- 
culation of more than 4,000,000, 
will increase its guarantee from 
3,750,000 to 3,900,000, effective 
with the September issue. Better 
Living, which will be sold through 
about 4,000 supermarkets operated 
by members of the Super Market 
Institute, has a guaranteed circu- 
lation of 1,500,000. 

The combined audience of the 
two magazines, the announcement 
said, is the biggest group of wo- 
men guaranteed in the magazine 
field 

“McCall's regularly provides its 
advertisers with complete promo- 
tion at the local level—including 
an extensively atilized retail mat 
service for newspaper tie-in. In ad- 
dition, it features during the year 
large-scale special in-store pro- 
motions in the fields of food, fash- 
ion, furnishings, home appliances, 
health and beauty,” the announce- 
ment said. 


e “Better Living will add to this 
a national service providing po- 
tent in-store merchandising influ- 
ence right at the point of sale,” it 
was said. “This will take place 
through the thousands of member 
stores of the Super Market Insti- 
tute.” 

McCall’s also announced “a sub- 
stantial discount for continuity of 
scheduling” advertising when its 
new rates go into effect in Septem- 
ber. This intended for adver- 
tisers using every issue of the 
magazine. There will also be a 
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ONE 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America 
Whatever you sell, you can sell it to 
Negroes better in the new Courier. 
Always a leader, always expandi 

the Courier’s new addition of popu 


1951 


discount for volume of space used. 

An advertiser who uses a b&w 
page in every issue of his contract 
year, for example, will be billed at 
$11,060 each for the 12 pages, as 
against the open rate of $11,400 
If the same advertiser uses a total 
of 24 pages in 12 consecutive is- 


| sues, his page rate will be $10,885, 


4 color comics and exciting magazine 


section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large and responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 


Negroes more, write: 
INTERSTATE UNITED NEWSPAPERS 


545 Fifth Avenue, New York 


a figure resulting from a discount 
for continuity and another for vol- 
ume 

William B. Carr, vice-president 
and advertising director of Mc- 
Call’s, said, “One of the reasons 
why we have introduced the new 
discounts is to make the maga- 
zine of even greater value in reach- 
ing women who, in the final analy- 
sis, dominate the buying of prac- 
tically every consumer product.” 


s Meanwhile, another McCall en- 
try, Redbook, also announced a 
continuity discount. 
Starting with the January, 
issue, the magazine 
5% discount to all 


1951, 


will give a 
advertisers 


using 12 straight issues. Its b&w 
page rate is $5,050. Redbook of- 
ficials said they are “trying to en- 
courage continuity in order to en- 
hance the effect of advertising.” 

Redbook explained that ad 
schedules “composed of mixed- 
space units are entitled to the 
standard discount (5%), except 
when the use of the smaller units 
lowers the total cost of the cam- 
paign below the amount which the 
larger units would have reached 
at their earned rate.” 


Long Island Promotes George 
David R. George has been pro- 
moted from publicity representa- 
tive to a newly created position 
of publicity director of the Long 
Island Rail Road Co., Jamaica, N. 
Y. He also will continue as editor 
of the “Long Island Railroader,” 
a monthly magazine for employes. 


| Meyer Bros. Names Seelig 


Meyer Bros. Drug Co., St. Louis, 
has appointed Seelig & Co., St. 
Louis, to direct its advertising. 


Carson Pirie Names O’Brien 
J. Chalmers O’Brien, research 
director and assistant to the presi- 
dent of Carson Pirie Scott & Co., 
Chicago department store, has been 
named publicity director and divi- 
sional vice-president. Mr. O’Brien 
will continue as assistant to the 
president in his position 


McCann Boosts McKee 

Rudyard C. McKee, account ex- 
ecutive of McCann-Erickson, New 
York, has been named assistant to 
the president of the agency. 


21 
C. M. Patton Advanced 


C. M. Patton, vice-president of 
U. S. Playing Card Co., Cincinnati, 
has been appointed general sales 
manager. Mr. Patton, who was for- 
merly eastern sales manager, will 
have genera! supervision of domes- 
tic sales. 


Names Stanley Kleinschmidt 

Stanley M. Kleinschmidt, sales 
manager of the extract division of 
Liquid Carbonic Corp., Chicago, 
has been named manager of that 
division. He will continue to dir- 
ect sales as in the past. 


America's 


FOREMOST 


TOY TRADE 
Magarine 
Only ABC Tey Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 
Deto Folder 


|| mcCREADY 
7) W. 23rd N.Y. 10 
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addressed to the world’s best customers and prospects for practically every- : 


thing. This new high in TIME International’s.advertising volume... 


ONCE MORE-— 


TIME aon ES UP! 
During 13949—for ag year in succession 


a greater volume of advertising than ever before. 2792. pages of advertising 


3si0" 
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—TIME International carried 


1 of them new to TIME 


International) placed byeor advertisers from 17 different countries—surely a 


true measure of export advertisers’ confidence in... 


TIME 


THE WEEKLY NEWSMAGAZINE OF THE WORLD 
9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ATLANTIC © PACIFIC © LATIN AMERICAN * CANADIAN 
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. Unbelievable Ads, with Other Factors, integrity and worth of the sell hand, is the second half of the Cooledge Appoints Freitag 


“As the effectiveness of adver- cycle that uses a special selling Freitag Advertising Agency, At- 


i Hurting Sales, Says Lever's Schneller tising has decreased, the effective- inducement to move our brands lanta, has been named to handle 

de ness of merchandising has in- closer to the consumer. Its im- the merchandising and advertis- 

wet Derroir, Feb. 13—Only a better is selling with plenty of emphasis creased in about the same propor- mediate objective is plus, or extra, ing of Cooledge Paint Stores Inc., i 

* merchandising job can offset the on its own individual service or tion sales in the psychological zone of Atlanta. Television, newspapers 

‘ harm done by irresponsible ad- use characteristics,” he said. impulse buying and _selling-by- and point of purchase will be used 
vertising, Frederic Schneller, gen- “We must do this to get as much @ “Advertising is the first half selection.” } 
eral merchandising manager of brand loyalty as we can in the of the sales cycle that stimulates Canseed Hames noongy ve. | 

ver Br . : ' ace . . 7e net re ob 4 aie. Zs ieee ‘ ywe i, uckner, formerly i 
— Bm <_s Detroit face of competitive neé ar-identical interest and moves consumers General Baking Names Doepp dicates of eéles ef Taxtenn tac. } 
d a ub last week. products. What we don’t get in toward our brands—with an over- | 

- Irresponsible advertisers were brand loyalty we will get in con- all objective of consistent brand Joseph J Doepp, aemetart sales has been named executive vice- 

; : send aise a - 2 — manager of General Baking Co., president and general manager of } 

4 chastised by the soap company sumer acceptance, if we write our loyalty and consumer acceptance. Buffalo, N. Y., has been named Concord Lingerie Co., Manchester, 

i official, who said that “the gift of advertising with what I call the “Merchandising, on the other sales manager of the company. N. H. } 
Ol ie, ela) ER a ae a a ae aN ae Sa ee eee et a MN 2 iNET TORT ts eee ee } 
niques that mark some advertising 
are certainly impugning all the 

; good there is in the rest of ad- 


vertising 
; “The unbelievability, the long 
~ stretch of the truth, the over- 
dramatics and the far-fetched 
logic of some of our advertising 
copy can do nothing for the long- | 
range success of advertising ex- 
cept to build an immunity to it 
which, I think, to an impressive 
degree is already here,” Mr. 
Schneller said. “The irresponsible 
ve clique that helps advertising lose 

its selling integrity is doing ad- 

vertising a great deal of harm.” 


@ This reduction in the effective- 
ness of advertising, coupled with 
other significant factors, puts all 
: the more burden on good merchan- 
ar dising practices, he declared. He 
identified these other factors as: 
; 1. National advertising expendi- 
x fire during the past 10 years, in 
Pelation to national income, was 
@bout half what it was in the ‘30s 
This means, he observed, that ad- 
Vertising, with greater responsi- 
Bilitvy than ever before, has rela- 
tively less money with which to 


£ do its job 
c. 2. About 65% of all retail bus- | 
=e j in has become concentrated in| 
— @ comparatively few giant retail | 
ie ' Gitlets with selling-by-selection | 
_ @onsumer acceptance as opposed to 
og Preferred brand demand—the 
“en principal merchandising ingredi- 
‘a ent 
ok. 4 3. A vastly increased number of 
L. Gationally advertised brands— 


More competing brands with more 
fgentical uses and characteristics 
@re battling for the consumer 


dolia: 


@ Mr. Schneller gave his answer 
to how best to combat and solve 
the problem 

“We must meet these changing 
Conditions with advertising, which, 
of course, singles out the brand it 


Named by Electric Boat 


Frank N. Kelly has been named 
manager of the Printing Machinery 
Division of the Eleetrie Boat Com- 
pany, New York, manufacturers of 
the E. B. Co. Press. He is 
302.833 daily Wall) Street 
readers from coast-to-coast. To reach 
men who are stepping up in business, 
advertise in America’s Only National 
Business Daily. 


*3750,000. 
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Parallel Names Cassel 

Parallel Mfg. Co., New York, 
maker of Parallel and Paraflex 
flexible mirrors, has appointed 
Cassel, Advertising, New York, 
to handle its promotion. Business 
publications and direct mail are 
scheduled. 


Two Join Landphere 

Harold Quiram, formerly illus- 
trator of Westward Magazine, and 
William Pahle have joined Max 
Landphere & Associates, San 
Francisco advertising art studio. 


| Kendall Mills Names Sprague 


George E. Sprague, with Ken- 
dall Mills, Walpole, Mass., for the 
past 17 years, has been named 
merchandising manager ( a newly 
created position) and associate 
advertising manager of the com- 
pany. 


Brown Names Moore V. P. 
George C. Moore, formerly art 
director of J. Gerald Brown Ad- 
vertising, New York, has been 
named vice-president in charge of 
creative activities of the agency. 


Sunday Is Best for 


Group Televiewing 


New York, Feb. 14—Sunday 
night, by a slight margin, is the 
best night of the week for group 
televiewing. Trendex reports there 
are more viewers per set on the 
average Sunday than on any week- 
day. 

According to data collected in 
20 video cities last December and 
January, the average number of 


viewers per set at night was: 

Sunday, 3.30; Monday, 
Tuesday, 2.82; Wednesday, 2.84; 
Thursday, 2.82; Friday, 2.93, and 
Saturday, 3.29. Average number 
of viewers per receiver for all 
nights of the week was 2.95. 

The program drawing the great- 
est number of viewers per set is 
“Your Show of Shows” (NBC) on 
Saturday night, which scores 3.96. 
This program, co-sponsored by 
several advertisers, also outpulls 
other shows in the women-only 


2.75; 


¢0 out and buy Woman’s Day - 


at all A&P stores 


any other 
magazine 
in the world 


average single-copy sales per issue . . . the world’s largest single-copy circulation 


23 


column, with 1.83 female viewers 
per set 

The Wednesday night fights, 
sponsored over CBS by Pabst, 
rank first among men with 1.61 
male viewers per set. “Captain 
Video” (DuMont), sponsored by 
Johnson candy, is No. 1 in the 


children viewers per set column, 


with 1.51. 


Appoints William Moses 

William A. Moses, formerly 
with the Los Angeles Times, has 
been named manager of the pub- 
licity department of the Los Ange- 
les Chamber of Commerce. He 
sueceeds Richard L. Bean, who 
resigned to join the publicity de- 
partment of Lockheed Aircraft 
Corp 


Oftner Appoints Shrout 

Offner Electronics Inc., Chicago, 
manufacturer of electro-medical 
equipment for research laborator- 
ies and clinical use, has appointed 
Shrout Associates, Chicago, to han- 
dle its advertising and sales pro- 
motion. Business papers, direct 
mail and bulletin and catalog ma- 
terials will be used. 


Els 


-..arean important part Of 


RCA Victor's business! 


*ELECTRICAL 
TRANSCRIPTIONS 

of every description —from spa 
announcements to full-length 
programs —are RECORDED, 
PROCESSED, PRESSED 

in the country’s besi-equipped 
studios and plants. 

Complete transcribed radio productij ' 
and script-writing facilities 
are also available. 


M 


Quality and Service , 


. are always assured at 


RCA Victor! 


LARGE or SMALL, your tran- 
scription order always gets the 
same careful attention... . the same 
world-famous engineering. With 
this, plus prompt HANDLING & 
DELIVERY, your ET can’t miss... 


RCA 


Victor 


Contact a Custom Record Studio 
today at Dept, 2-G in 
New York, Chicago or Hollywood 


Custom 
Record 
Sales 
ean 


=o wares 


Radio Corporation of America RCA Victor Dis 
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WINS Appoints Holmes 


Roy Holmes, formerly of the 


Jenkins Appoints Blegen 
Robert D. Blegen has been ap- 


sales and traffic department of pointed copy chief and account 
National Broadcasting Co., has executive of Ray C. Jenkins Ad- 
been named sales manager of Sta- vertising Agency, Minneapolis. 


tion WINS, New York Darlene A. Peters has been named 
librarian of the agency. 
WDEM Appoints National 
National Time Sales, New York, 
a subsidiary of Pan American 
Broadcasting Co., has been named 
representative for Station WDEM, 
Providence 


Republic Appoints Graham 


Republic Foil & Metal Mills Inc., 
Danbury, Conn. has appointed 
Hugh H. Graham & Associates, 
New Britain, Conn., as its agency. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


* ADMINISTRATION 


Top Magazine Illustrators Criticize 
Agency Art Men’s Strict Assignments 


Cuicaco, Feb. 13—Agency art 
directors are often their own worst 
enemies. 

This point was developed last 
week by three of America’s top 
commercial artists—Albert Dohrn, 
Robert Fawcett and Harold von 
Schmidt. 

As a panel at a luncheon meeting 
of the Artists Guild of Chicago, 
they spoke principally about mag- 
azine editorial illustrations. But as 
creators of final artwork for many 
magazine ads, they vigorously 
criticized some “bullpen” agency 
artists for insisting that client-ap- 
proved layouts be followed to the 


Advertising Age, February 19, 1951 


among the ads.” 

Advertisers, he reminded the 
Chicago artists, are the ones who 
make it possible for artists to be 


up with faulty illustrations and the 
client’s disapproval, it was said. 

Magazine editors also came in 
for criticism, chiefly because, in the 
opinion of Messrs. Dohrn and Faw- 
cett, they insist on incorrect and 
misleading illustrations. Mr. Dohrn, 
however, defended the editors, 
saying: 


e “There is no difference between | 


editorial and advertising illustra- 
tions. The same men do both, using 
the same materials. Editorial art- 
ists are trying to sell something, 
too—trying to stop the page flipper 
... to get him to read two pages of 


——— 


line. When they do, they often end 


Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. copy and shoot him back to grope 
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All Banks in the KFAB area 
handle MONEY ! 


W. B. Mintarp, Jr. 
na President 


aN cinta 
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Hi ‘Tue Omaua Nartonat BANK 
: 
here are big banks, medium size banks and small banks in the 
: KIAB area. ‘They do not keep the money — they handle it — they 
help it stay in circulation through wise counsel with business men, factory managers, 
; farmers and ranchers. 


And because the bankers in the KFAB area “handle” money, the area is always pros- 
perous. ‘lhe prosperity is built on a sound foundation, too! Depressions have come and 
gone, yet the Midwest Empire, the giant area covered by KFAB, has remained a market 


that moves slowly and maintains an even economic keel. 


‘This is the kind of an Empire worth investing in. It is the kind of an Empire in which 
you can safely market your products and safely create strong demands for them. Dollars 
spent in advertising are dollars INVESTED — not only today, but for the thousands of 


“tomorrows”! 
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paid, and Mr. von Schmidt ob- 
served that “magazines have be- 
come a pimp for advertising.” But 
the three artists agreed that an art- 
ist today can keep his self-respect 
and retain “distinction and person- 
ality” in handling editorial and 
ad assignments for major maga- 
zines. 
| @ The panel members turned their 
| attention to advertising work when 
/one guild member suggested that 
“$100-a-week bullpen men” in 
agency art departments force com- 
petent artists to render unartistic 
or incorrect illustrations “because 
the client wants it that way.” 
The speakers disagreed, saying 
they believe few art directors fol- 
low such a hidebound practice. 
| Poor artists, they said, make ex- 
cuses for their work when they say 
art directors are unreasonable. 
There is no design, they said, on 
which a good artist cannot make 
an improvement, and the reworked 
design is almost always pleasing to 
agency and client. They conceded, 
however, that many art directors 
give poor or almost hopeless lay- 
outs to the artist. 


es “But let’s not run down the 
$100-a-week man,” Mr. Dohrn 
said. “He’s part of a team.” 

The agency man, he said, knows 
what the purpose of the ad is, and 
his suggestions embody that idea, 
whereas often an artist is not told 
what the purpose of the ad is. He 
criticized agencies for frequently 
failing to appreciate the intelli- 
gence that the outside artist can 
bring in planning and interpreting 
this purpose in the illustration. 

“I think the young artist is put 
upon very much,” he said, “by art 
directors and others by not letting 
him in on what is the idea and 
selling premise.” 


‘American’ Promotes Doty 

O. W. (Bill) Doty, absistant ad- 
vertising sales manager for Ameri- 
can Magazine for the past four 
years, has been named advertising 
sales manager. He succeeds Albert 
Benjamin, who has resigned, ef- 
fective Feb. 15. Mr. Benjamin will 
take a month’s vacation before an- 
nouncing his future plans. 


Raises Oil Filter Budget 
Purolator Products, Rahway, N. 
J., will have the largest budget in 
its history to promote Micronic oil 
filters. J. Walter Thompson Co., 
New York, is the agency. Ads fea- 
turing entertainment celebrities 
will have the most extensive 
schedule ever, for Purolator. 


National Birth Records Moves 

National Birth Records Co., 
compiler of birth lists, has moved 
its offices to larger quarters at 
225 Fourth Ave., New York. 


GROCERY INVENTORY 
in BAYONNE 


In order to further establish Bayonne, N. J., 
as Mez waa New York's No. 1 test marker, 
THE BAYONNE TIMES is conducting a series 
of ten-week continuing analytical studies of the 
movement of grocery store products in @ cross 
section amounting to 10 per cent of all Bayonne 
retail outlets 

Send or cali for complete details of current and 
contemplated grocery store serweys. 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
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No question, these are HOME FAMILIES. 76% own 
their homes. Far more than most, they raise flowers, 
raise vegetables... raise additions to their families 


Gardens are a mark of Home... and additions to their homes. 
Household HOME EDITORIAL is with them in every 


03% of Household families have 7em activity from gardening to child care. Hitting home 


where the real homes are—communities under 25,000. 
In this best of all home markets, Household can't be 
bettered! 


HOUSEHOLD HITS HOME 


HOUSEHOLD nayaciny 


Capper Publications, inc. Topeka, Kansas 
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Lee Pharmacal to McCann 


McCann-Erickson has been ap- | 


pointed agency for Lee Pharmacal 
Co., Beverly Hills, Cal., maker of 
Spray-A-Wave. Promotion plans 
for the account, which was for- 
merly carried by Dancer-Fitzger-| 
ald-Sample, have not yet been an- 
nounced 


Joins Harrington-Richards 

Virginia Miller, formerly with 
siow Co., has joined the media de- 
partment of Harrington-Richards, 
San Francisco. 
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ekies Write for booklet servic 


38 PARK PLACE. WEWARK 2 ns 


proposing 


Along the Media Path 


e A resolution congratulating the 
New York Times on the 100th 
anniversary of its founding and 
state-wide observance 
of the newspaper's centennial day, 
Sept. 18, was introduced in the 
state legislature under bipartisan 


sponsorship 


The resolution proposed “that 
the Legislature of the State of 
New York acknowledge for the 
people of the state their apprecia- 
tion and recognition of the 100- 
year contribution made by the 
New York Times to the cause of 
democracy and the establishment 


of the American ideal of freedom | 


of the press.” 


State Senator MacNeil Mitchell, 


New York Republican, introduced | 


the resolution in the Senate, and 


Assemblyman Herman Katz, New | 


York Democrat, presented a com- 
panion measure to the assembly. 


e@ So much interest is being shown 


in the Advertising Research 
Foundation’s study of the Cin- 
cinnatit Sunday Enquirer (the 


largest of its kind) that Moloney, 
Regan & Schmitt, its national rep- 
resentative, has prepared an easel 
presentation highlighting the more 
significant findings. Herbert W. 
Moloney, president of the firm, 


| said that both individual and group 


| 


MISSING—Station KDAL, Duluth, tried something different in this outdoor board and 
found that the omission of its call letters created a lot of interest among radio 
listeners. 


showings will be provided. 


e@ Macfadden’s Photoplay on Feb. 
12 held its annual gold medal 
award ceremonies at Beverly Hills, 
Cal. Medal winners “who gave the 
most popular performances” in 
1950: Betty Hutton in “Annie Get 
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156,000 | 
- now live in the 7 


Canton City Zone 
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4 99.4% home delivery | 
in the Canton City Zone 
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A Brush-Moore Newspaper, Nationally 
represented by Story, Brooks & Finley 


. 
COLUMBUS 


— —_—— 


ed ad 


No other newspaper 
gives merchandisable 
coverage of this rich 
northeastern Ohio market 


(M-G-M), and John 
“Sands of Iwo Jima” 
(Republic). Most popular picture 
of the year: “Battleground” (M-G- 
M). Selections were made on the 
basis of year-long findings by 
Audience Research, Pririceton, N 
J. 


Your Gun” 
Wayne in 


e@ New York has finally had an 
automobile show, after all. 

Cue is responsible. The “Maga- 
zine of New York Living” in its 
Feb. 10 issue “provided an auto 
show in print for its readers,” to 
take the place of the annual big 
show that didn’t materialize this 
winter. Devon Davis, “borrowed” 
from Popular Science, contributed 
a roundup story on the new models, 
and advertisers helped make it a 
“real show’’—and incidentally 
made Cue’s special issue one of the 
biggest in its 18-year existence. 


@ WTCN-TV, Minneapolis, won 
a great round of commendation for 
its three-week stint of “replacing” 
the Minneapolis public school sys- 


tem during the Jan. 23-Feb. 14 
strike of teachers and janitors 
Volunteer teachers and students 


put on classroom shows—from 
alphabets to zoology—and pro- 
vided good entertainment in doing 
it. Even the striking janitors gave 
their approval to the public serv- 
ice broadcasts 


e@ Loyalty questionnaires have 
been filled out by all employes of 


the Goodwill Radio Stations 
(WJR, Detroit; WGAR, Cleve- 
land, and KMPC, Los Angeles). 


John F. Patt, president, and other 
executives were among the signers 


Allport is ANA Secretary: 
Balch Joins as Editor 

Peter W. Allport, director, news 
press rela- 
Adver- 


and special bulletins, 
tions, Assn. of National 
tisers, New York, 
has been named 
association secre- 
tary. He will 
serve in both ca- 
pacities. John 
Balch, formerly 
with J. M. Mathes 
Inc. and Kenyon 
& Eckhardt, has 
joined ANA as 
editor of 
weekly “Newslet- 
ter” and month- 


ly “News Bulle. "’ Allport 
tin.” He also will assist in the 
press relations department with 
Mr. Allport 


9¢'s caoy-WHEN YOU KNOW HOW! 


Anyone in your office can set type for an ad like 
this with easy-to-use FOTOTYPE. Just slide 
cardboard letters into self-aligning composing 
stick, ready to be mounted on layout. Simplifies 


lavout preparation. Saves ime and typesetting 
i 
| bills. Wide selection of distinctive type faces 


Write for free catalog. 
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Iowa farmers (Ten 


corn. 


Your wife buys her pork over the counter. 
Legislators sometimes get it from barrels. But 


five-fifths of the nation’s pork, happen to like 


So Iowa, logically enough, raises one out of 
every five U.S. hogs. Enough to supply all the 
pork chops, ham, bacon and pickled pigs’ feet 
consumed each year in New York, Chicago, 
Philadelphia, Los Angeles, Detroit—and the | ship than any other farm publication. 


nessee papers please copy) 


PORK CHOPS HAVE 4 LEGS 


And You Can’t Raise Them On Applesauce 


next 21 biggest cities in the land. 
It isn’t easy, either. Pigs have to be midwifed, 
warmed, vaccinated, castrated (half of ‘em, 


make it out of corn. anyway), weaned, watered and fed dozens of 
Iowa, you see, raises about one-fifth of the | different vitamins, minerals and proteins—be- 
nation’s field corn. And hogs, which produce | sides corn. 


To make it tougher, you're not always sure 
how you'll come out 
hangs the price tag on your finished product. 

That’s why we talk so much about hogs in 
Wallaces’ Farmer and Iowa Homestead. And 
why surveys show we have a higher Iowa reader- 


because somebody else 


Published by Wallaces’ Farmer and Iowa Homestead ..... Leading Farm Publication in Iowa ..... Des Moines, lowa 


Does Your Wife 
Write Your Ads? 


Your darned tootin’ she doesn’t 
though an occasional agency man may 
suspect that a client is being unduly in- 
fluenced at home. 

But take a look at that cut to your | 
right. It would be hard to find a more 
typical Iowa shot. Typical because those 
are good-doing hogs. Typical because 
Chuck Best of Carroll county is a good 
hog man who keeps at least one eye on | 
his porkers all the time. 

And typical because Mrs. Chuck is right | Fe 


on tap with both big blue eyes. 


On an Iowa farm, the missus is a full | Baja 


partner. And why shouldn't she be? She’s | 
right there where she can watch those 
hogs get fat and turn into cash the cash 
she uses for clothes and conveniences, food 
and furniture. 

On Wallaces’ Farmer and Iowa Home- 
stead, we've learned long since that we 
don’t dare neglect the women-folks. After 
all, doesn’t our homemaking department 
oftenratethehighestreadershipinthe book? 

But surveys show the ladies also like 
“dirt copy’ the stuff we run on corn and 
hogs and cattle. Because they have some- 
thing to say about how those things are 
raised and about what's bought to raise’em. 

This dual interest is a farm phenomenon 
you can’t afford to overlook — whether 
you're selling tractors and plows or but- 
tons and bows. 


IOWA FARMERS AND 
HOMEMAKERS HONORED 


Time was when farm people got more 
kicks than kudos. That’s why, back in 
1926, Wallaces’ Farmer started its annual 
Master Farmer awards. 

Each year, in late February or early 
March, a group (six this year) of top 
farmers are honored at a dinner in Des 
Moines, complete with speeches and gold 
medals. 

Later each spring, several outstanding 
farm women are named Master Farm 
Homemakers. 

Past award winners include Allan B. 
Kline, now president of the American 
Farm Bureau Federation, and Mrs. Ray- 
mond Sayre, now president of the As- 
sociated Country Women of the World. 


Fe 


“Eye of the Master fattens his cattle.”’ 


know, too: In these days of rapid progress 


with many new developments in breeding, feeding, disease 


Or hogs. Iowa farmers | 
know how true is that old proverb. Here’s something else they 


and pest control, 


in livestock farming 


buildings and equipment 

“book farming” to keep up. In Iowa, favorite textbook readi 
|are the articles and advertisements 
'and Iowa Homestead. 


it takes so 


in Wallaces’ F: 


More Iowans | 


Read Wallaces’ 
SRS SORT 6 8°. 


WALLACES’ FARMER AND !OWA HOMESTEAD 


FARM PUBLICATION A 


NEWSPAPER A 


a 20: 


FARM PUBLICATION B 


23% 


NEWSPAPER B 


Most Iowa farm families subscribe to 
several farm publications. But they have 
one big favorite--Wallaces’ Farmer and 
Iowa Homestead. In an area survey made 
by the Statistical Laboratory of Iowa 
State College, farm folks were asked: 
“‘What newspapers and magazines that 
carry farming and homemaking infor- 
mation do you read regularly?” 
Figures in the chart above are based on | 
the answers. | 


Question-of-the-week: What does the 
Continuing Study of Farm Publications 
show about scores on left-hand pages? 
And why do some advertisers keep re- 
questing right-hand position? 


7 . . 


High school basketball stirs up as much 


argument in lowa as anywhere in the na- 


tion. One reason is that farm people have 
mixed feelings about it: They like to see 
their kids score baskets, but worry about 
them skipping chores to practice. That's 
why Wallaces’ Farmer and Iowa Homestead 
did a high-interest cover story on the sub- 
ject in a recent issue. 


Note to airline hostesses: When a pas- 
senger asks you about those triangular 
patches of water on the Iowa land- 
scape, you can tell him they're farm 
ponds. Built to save water and stop 
gullies. Some of them make good fishin’ 
and swimmin’ holes, too. 


Iowa farmers often take pen in hand, write 
letters like this one from Jim Boggess of 
| Taylor county: “I had the pleasure a few 
days ago of talking with one of the fine 
editors of Wallaces’ Farmer and lowa 


OFF THE COB..... BY GEORCE 


Homestead about one of my favorite sub- 
jects, hogs, and the care and feeding of 
same ...I have always found my copies of 
your paper extremely helpful . . .” 


. * * 


How To Talk lowa: Meal schedule for 
lowa farmers still goes like this: 
Breakfast, dinner, supper. “Luncheon” 
is something the boys in town dawdle 
over at noon. 

. . . 


How do you get more readers for a story 
or an ad? One way—repeatedly proved in 
tests on Wallaces’ Farmer and lowa Home- 
stead—is to cut the number of syllables 
from 160 per hundred words to 130 or less. 


Keeping sentences short usually helps, 
too. Like this. But the short words and 
short sentences have to tell folks some- 
thing they want to know. Such as: 
“Corn is running short. Stock up on 
hog feed now.” 


Speaking of surveys, do you suppose any- 
one reads these ads? Wonder why adver- 
tising trade journals, of all people, don’t 


run readership surveys—and tell us about 
‘em! 


WALLACES’ FARMER land) IOWA HOMESTEAD 
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No Rationing of Newsprint Contemplated 
Now. Inland Daily Press Members Told 


Cuicaco, Feb. 13—There is no 
present plan to ration newsprint, 
Donald G. Shook, acting director 
of the printing and publishing di- 
vision of the National Production 
Authority, told members of the 
Inland Daily Press Assn. yesterday 


at the opening of its 67th mid- 
winter meeting here 
Concurring with Mr. Shook, 


Franklin D. Schurz, chairman of 
Inland’s newsprint committee and 
business manager of the South 
Bend Tribune, said that although 
the newsprint situation continues 
to be tight, “an upward revision 
in newsprint production of U. S. 
mills improves the picture for 
1951.” 

The wood cutting program in 
Canada, he continued, has _ pro- 
gressed well. Steps are being taken 
to alleviate the sulphur shortage 
which threatened to curtail pro- 
duction. Mr. Schurz reported Ca- 
nadian newsprint mills have esti- | 
mated an increase in production of 
125,000 tons in 1951 over 1950. In 
the past, he said, their estimates 
have been conservative and actual 
production has exceeded the first 
estimates. 


@ Under a system of rationing, he | 
said, “the great majority of news-| 
Papers would suffer, because the) 
Supply of newsprint would be de-| 
eased. 
“It would be wiser,” Mr. Schurz 
COntinued, “to take care of distress 
ses through national and region- 
associations, and reduce con- 
mption of newsprint by watch- 
waste more carefully and, if 
cessary, trim news and advertis- 
i content of newspapers rather 
an to turn to rationing.” 

Mr. Schurz also mentioned the 
Pricing situation. He said that 
“While the U. S. government can- 
n@t freeze the Canadian newsprint 

ice, the recent price control | 

ol have had that effect, at} 
léast for the present. 

i 
@ “At our October meeting,” he 
cOncluded, “I for one stated that! 
the $10 increase which several 
Mills had announced was too much 
amd had come too soon. In fair- 


n@ss to the mills, however, I must 
s@y that recent increases in pulp 
aid other paper prices make our 
$6 newsprint increase look satis- 
factory to the publishers.” 


Analysis by Daniel Search & Staff 
PROVES thorough cover-to-cover 
readership. 


Over 200,000 leading businessmen 
who shoulder the responsibilities 
of both industry and the 3200 
communities in which they live. 


72.1% of all Kiwanians control 
the buying in their businesses — 
83.3% in upper-middle or high 
income brackets. These prospects 
can be yours at low cost. 


information available on request 


This week Inland released re- 
sults of a pre-convention survey 
in which is included tabulated 
data of services rendered by mem- 
bers of the association to adver- 
tisers. 

The survey found that the num- 
ber of Inlanders who deliver 
proofs to advertisers on all ads 
totaled 21; on most ads, 14; on 


some ads, 19; only when requested, | 
18; on large ads only, 94; do not! 


deliver proofs, 8 

In answer to the question, “Do 
you mail checking copies of single 
issues to national advertisers’ 


salesmen in youf tefritory when 
requested?,” 132 replied, “yes, send 
free copies; 24 answered, “yes, but 
charge for copies,” and 22 replied, 
“no, do not send copies.” 
Inlanders were asked if they 
regularly issue a retail memo, or 
newsletter, to retail advertisers: 
54 said “yes” and 117 said “no.” 


s Also announced at the meeting 
were the winners in the Twelfth 
Annual Typography Contest spon- 
sored by the Northwestern chap- 
ter of Sigma Delta Chi. A total 
of 173 newspapers were entered 
in five classes, according to size 
of circulation. Winners in each 
class were: 

Class A (up to 5,000 circulation) 


Advertising Age, February 19, 1951 


—Missourian, Columbia, Mo. 
Class B_ (5,000-10,000)—News- 
Herald, Marshfield, Wis. 
Class C (10,000-25,000)—News- 
Dispatch, Michigan City, Ind. 
Class D (25,000-75,000 )—Canton 
Repository. 
Class E (over 75,000)—Chicago 
Daily News. 


Two Appoint Biddle Agency 

Biddle Co., Bloomington, II1., 
has been named to handle the ad- 
vertising of American Steel & Iron 
Works, Chicago, manufacturer of 
steel storehouse structural racking 
and multi-purpose steel framing. 
The agency also has been appoint- 
ed by F. E. Schundler Co., Joliet, 
Ill., building material manufac- 
turer. 


Allen to Boston University 


Walter D. Allen, formerly pub- 
lisher of the Chronicle, Brookline, 
Mass., has joined the faculty of 
Boston University as a lecturer in 
journalism. As chairman of the 
journalism education committee 
of the American Council on Edu- 
cation for Journalism, Mr. Allen 
will instruct newspaper business 
and management courses in the 
division of journalism of the 
school of public relations and com- 
munications. 


Appoints Michael O’Brien 


American Brewing Co., New Or- 
leans, brewer of Regal beer, has 
named Michael O’Brien as adver- 
tising and sales promotion man- 
ager. 


Complete Readership and Market 


the KIWANIS nogeziet 


PUBLISHED FOR COMMUNHY LEADERS 
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Pearl Beer Signs Boxing 

San Antonio Brewing Assn., San 
Antonio, maker of Pearl beer, has 
signed the DuMont Nétwork TV 
show, “Professional Boxing from 
New York,” over Station KEYL, 
San Antonio, for 26 weeks, Mon- 
days, 9 p.m. Pitluk Advertising 


Co., San Antonio, handles the 
Pearl account. 
Lists Ohio's TV Set Share 


According to the Radio-Televi- 
sion Manufacturers Assn., Ohio’s 
share of television sets is about 
one-tenth of the nation’s total of 
10,549,500. Of the 918,000 TV sets 
in the state, the association reports 
the Cleveland area has 396,000, 
Columbus, 120,000 and Cincinnati, 
220,000, according to Ohio TV sta- 
tions. 


Dorland Appoints Two 

Ernest Davids, vice-president 
in charge of administration at 
Dorland Advertising, New York, 
has been elected treasurer of the 
agency. Cathryn C. Millett suc- 
ceeds Mary L. Shaunty, who has 
resigned, as secretary. 


Totten to Rollman & Cary 

G. Gilmer Totten, formerly con- 
tinuity editor and assistant public 
relations director of Radio Cin- 
cinnati Inc., has been named 
production director of Rollman & 
Cary Inc., Cincinnati agency. 


Shelton Appoints Shane 
Howard T. Shane has been ap- 
pointed sales manager of the 
Shellcrease division of Shelton 
Mfg. Co., Long Island City, N. Y. 


Glidden Prepares Multi-Media Campaign 
on Healthy Feeds for Pigs and Poultry 


CLEVELAND, Feb. 13—Up-to-dite 
diets for hogs and poultry will be 
promoted during an intensive 1951 
advertising and sales campaign by 
the Feed Mill division of Glidden 
Co. 

Glidden will use many media to 
beam its selling theme, “Grow 
Faster With Glidden,” to both 
scientific farmers and the nation’s 
host of guess-and-gamble growers 

Only 50% of the livestock and 
poultry growers in the U.S. feed 
scientifically, according to Paul 
E. Sprague, vice-president of Glid- 
den Co. The other half—a big po- 
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door, direct mail and point of sale 
materials will be used, Joseph N. 
Fritsch, Indianapolis, the feed di- 
vision’s advertising chief, said. 
Three-color posters will display 
the dealers’ names. Glidden steer 
concentrates and Glidden formulas 
for dairy cattle will be featured in 
some of the newspaper and mag- 
azine ads. Dealer aids will include 
pamphlets on scientific feeding, 
farm management, livestock breed- 
ing and production record forms 
Among direct mail aids will be 
a folder on “The Better Life for 
Hogs.” Other pamphlets will ad- 
vertise Glidden Laying Mash and 
chicks 5% to 20%, when given Eatmore Pellets for chickens, Ra- 
the food in control tests. dio programs and spot announce- 
Newspapers and magazines, out- ments will be sponsored in some 
dealer areas 


tential market—are yet to be edu- 
cated on the profitable advantage 
of using research-developed feeds, 
he says. 


e Copy emphasis will be placed | 
upon Glidden’s “ABC and X”—| 
addition of antibiotic concentrates | 
plus “factor X” to fowl and porker | 
formulas to stimulate growth. The | 
X food is contained in fish solu-| 
bles. Glidden claims young pigs| 
increased 20% over normal growth, 


need to read the small print! 


BUT IT HELPS. When you're looking for big sales in St. Louis, you 


can see at a glance KMOX is jhe leading station. But to make 


sure you're getting the best buy, it’s smart to check right down the line. 


CHECK RATINGS. k mox is first during 410 of the total week's 


504 quarter-hour periods ...wins eight times more “firsts” than the next 


station...almost five times as many as all other St. Louis stations combined! In fact, 


all twenty of the top twenty daytime shows broadcast in St. Louis— 


nineteen of the top twenty nighttime shows —and all ten of the top ten 


daytime local shows—are on “The Voice of St. Louis.” 


CHECK COVERAGE. Throughout 73 counties, KMox reaches from 


20°; to 78°, more families during the day than any other network 


station in St. Louis. And from 32‘; to 75‘ > more at night!* 


CHECK COSTS. In Metropolitan St. Louis alone, kmox’s day- 
time audience is almost doable its nearest competitor's 


... costs 27¢ less per thousand. At night, KMOXx has 62°; more 


listeners at a cost-per-thousand that’s 93¢ lower!” 


Any way you look at it, KMOX is just what the doctor 


ordered for your St. Louis advertising. 


“THE VOICE OF ST.LOUIS,’ 50,000 WATTS KMOX 


*Pulse of St. Louis (1950 Spring-Fall average) 
#1949 BMB (50-100°< ) 


Meldrum 
agency. 


& Fewsmith is the 


Acquires Falls Paper Stock 

| Scott Paper Co., Chester, Pa., 
| has acquired all of the outstanding 
| stock of Falls Paper & Power Co., 
Oconto Falls, Wis. Scott issued 30,- 
| 000 of its common shares in ex- 
change for the stock acquired. 


OAK-HYTEX 


You, too....can 


Increase Sales 
- with 


) OAK BALLOONS 


As indicated by the ad above, Oak 
Balloons were used to introduce 

Circus Punch. It’s but one of many 
ways to use these balloons to boost 
| sales and create good will. Effective 
plans are yours for the asking. 


The OAK RUBBER CO 


Ravenna Onto 


i A ee Oe te obey Sa 3 ie sea ‘g aoe oe ae wea Taare pa ie nT A ee 
eae | f ae a ie ae ae a De eS ya : 
Se : 
«ed, ie 
Seas 
Paget 
Bh Ae 
aon 
ieee. 
aN 
oe 
eee 
es 
Bee a: 
he 
he 

oe. 

yg 

wees 

ge 

Aaa 

sie eae 
ie 

By. 
ie 

oy 

Pe, = ms 
| Si: 

, ‘ans 
ee 
| . Seth 
es Be, 
‘ | Bay) 
} } ae = 
t | oe, Ric 
|BALLOON oN 
Sell fe, 

ak 
SOFT DRINKS | 
oe 
t ; | — 
| ae 
| Py a 

tty 

“a 
) Y Sie 
ee Se, 
\ . ¢ Pe 
ee ; Rr 
: , HAS CoM & : Ber 
TOWN! oat 
ee | Ct he he 

heytem* * wks v7 
The Wow Deticiee ety igs 
if Driek ter . . a 
{ ee pide. aa eS = Bie 
’ © as % -. e. 

f : ae © ae 
a \ rT ae By 
NN 4 aww = i 5a % 
ee | a fF Nod 
a Fe RS ote 
| a Sook 

| Se paging | 
SC aly G ( 2} 
’ ff, ‘ ees oe 
| mm ciety wae 
ee ae ea ieee 
| SS | ie 
a Wal 
ee is | oom 
} 4 ie # 
J / “——P + mie 
a Be 
ee Wf ye 

| — a Bs 
ee ee 
{ S aoe 
ne kere | 
/ a e as 
| WEY 
/\ | es a 

YS, | TO oye —_) OAK-HYTEX ' 
. BALLOONS eS aes 
CON ares 
Fi AVAULABLE IN kt, 
your MANY ood j Ea” 

V/ IMPRINT WRITE FOR ee 
| 1 )FULL DETANS ig ee es 
/ ei, 
& | es 
{ VP gy Bist 

2 ‘y See 

. - Pgh ge 
. \ wh ESF ea 
: es 
: } \ a nl we on ie a 
: ~ =e | == oe 
/ a8 i® 
| a 
Pa a yd 
ot 
54 cet 
; “ sie 
pee 
a ss . a ss as 
. — Se te 
ia tee 7 . > ee ee ~ i. ae , oS IN Ps ae cao 
VAS i tage in oe ae Sa = ae po ES = yo Fae eo Fe ial gasp 


ee rs ee re a I SR er ee ee ee ee eee. ae ae 


ifn 


——.- —-~..- 


ee 


< . =— * ~ 
il eh Se Py ae i - 
eae Pl one’ me: STE od “2 gy So 
* : Te! Sa y 
Foti. 


: A ae eg =~ ine. — " Sot foe Pee Os anele * 
5, ee Se! Ome ee oe es phe eens 

4 i weg eee ac ~ eat ie ° 1 cess the ngs 

. . Z Rat, “YE. 9 : ~ . 
SO, eae eee a es. mee 
2 _ . 


ee ee 
eo ore TAR 


yeti 


eee eee te 


e 


MAN 32043 e. 


; PGs re oy eee Py ee Age OE Se Bap ese ‘ a4, al i rn —: . a 
og ae as ae ee a oe ae eee eee eee ee cea es | a ee ar ee be soe! 2 - eo ame 
mays ee a eo ‘ ne Bes a. ‘ ae ee r = ead eae 7 ae - 
‘ (a 
% , pee = e Ps a" Me ay * 
“ah eS ee eS es | oR | 
: x : 3 | ca ee a a eo ——— § ‘ ~ 
\ ae ee me @ ar ar oe ieee — +e 3 i fs ad 
7 a #3 s = NS Oe i, ; oe Saad | 
: : hee faa e! eee ae Pe ee aie? is 7 Dae ty} os ee es | 
7 a Be a ee eh Oe ee ee a =i ar *t 
: : ‘ ey ee aes Pa i, ee ee ; 1 Oo oe ® 4 
: oa) we SO ee aa ven pe 
; a ae ae a 4 = ag i ee Pe Bee Fe a” sS 49 ie ahs | 
oy : + P zi eae us ne , — » : ee oA Ro ob a ce : } A ts Pi 
rs : DS Te A Pg ase ces 1" 
2 : ee hs a a oe ee ‘ ey i} 
> ae ee — Me ieee = 2 ! 
‘ s : eee TC + ale Or te ae = gy 1 7 : : 
’ = Cy re oe , Se . ee tie ee ee eS "a v1 ; 
1 . J ro eae re ‘ : ae P| . az 4m 7h wes Ag e ig 2 j ‘ 
, fe | See OF ae ; 
al US ai ne ‘ 4 re hin 
2 ae | el ae s. BEE wide "gaa <= 
: ae —)6Cl F ‘3 ag 
i a os a eee be, 
’ £ a 6 reer Be eye 
A ste ae “oe i owe en aye r beg ae « eee hy 
A : a en 2. ine Seg oes ie en Co — ; . . 
: mek ~ eis * ‘ 7 pt hot aa oo yi r 
id a Se Ea DS ig 3 se is 
: | ki 4 - 2 eh we Ae a a Sear epi a 
Se ; ee ae ee wae » eer ae 
a : A oo ee ee Pi oS ee On tf aa e. 4 { rs 
: - 4 % ; ~~ (se ra Pg = E B mm aa a at et a - a‘? ; - 
3 Fee. ; ‘ ee mee. - PS . te Pe Ff a5 cee Ee | - ; : 
i - 4 | 4 = Se ES 2 ; 7 ' 
gt ..- - ee SOS Se MES oe i \ 
gy See om Se PS eee so re Peale F , " 
: [nn ; Se a fe ee igs 
A is. ee wees) foe py eh e 
‘ tts 2 eee eo: rt 5 ne ae . ~ oi Neat “ Z aie a a P 
2 : aS aaa as a a tas 
, ? A Sug ee E r : \» ae pee ‘ © _ eRe oe: 4 Y 
; : ; ope z SO AS tae a ' reg 
> * Aaa re a to ny tio “ ' 
; : cae 5! a wre RE i ee Sad ; ' 
a of.) a . ete Sh ‘ “wet rs ar 0 Ey a ke Ai .. a 3 : ' 
: ae ee + ‘ ee ae eS é i 
4 & | re | ; Be Net ar , 
: . pS aa ty asl -% <a ; 
; Se ee eS CRS 
y , .- 4 ® oe a >. SS ey eo oa eee ae ‘ : 
- ¢ é ; % rt a 1 ee ee oe vai ee tet, 
: :: : , <a a ot ee a eee ; 
% Be os Re > 2 Shes Bee ‘ Br eee, ce ‘ ; 
: 3 4 eee =: ye ae “tg Shed: ek ee 9° : : 
- os . CO ‘i - Re eee RS ; 
3 ; . - 2%, 4 ae : ee er ok ~ ee ot Ses ee ’ Ea ae ‘ > 
> ; ‘ be Se ‘ CL ee . ee a s { i 
x is « eRe aie e rou < ce. ree a a ap ie i 
ay F A. 4 ae a rat, Me te 8 oe ‘aa ; FS +f 
> Tae Me 3 a ee » ase - ie a i ' 
- 5 , Ss —_~ 3 pe ee Bs atte f 
a . Ps F ee pre Bag ee : SS ee ro oie ag 5 ae r% | > 4 
ES . . ; > a ps. I ae » 8 
is: 3 : = i... api j J <) psa See ; eo 
: | { i ‘ > a Se tee i om a - peg an es ag | ‘ { : 
: ‘2 Kaeser te ie . 4k Re i ~ @h , . 
ie ‘ eae? a 35 ore ‘ a = : r ss en ae rg ei “ ae : 
> : : p : “et ae . e4 ee ee es _s Mel, 
g 6 ; + of a’ ie ey iri *; 7 om he i el te . : Orik, * 
cH r Pag 2 : e red é ee eee oa 
= : ss ™ « ~ ‘ ay fare : a ee in Ba hk ‘ } 
oe a ‘ S| gis. Z ao tee a = >) rn esd ‘es : ‘ re’ 

, oe ‘ " oo a | ie ee > > ie. =, eee eae ere > Phas nee 4 | 
a 2 Ll » z P i se ee > # : ee oy eee i * ae yen | ' 
oe ia ‘ - ie fae ae : writ : 
a y ee vd + a es Sy + See en ae se te ee a o. 

i to : < ee a me, eae Bec, OE . 4 
os ¢ bi as a. 8 » = en eg aoa sit H g . 4 
a . - iws ¥ ae é . a ae ai a. ’ 
“4 At pO. Se a = ee Se oe — ~~ : ; 
oo : or ; a? z mt oe ee oe ae Bese cae . a ve are ’ 
ae ez: sy ‘ ; AE ~: a oe 3 Re ae eee OC” le Regie i 
ce ‘) i a : Kos Pa ie ee ee “ 5 pe erH “4 
4 at ate oo a yee. aa e ae \e Asis’! 
r 4 ¥ ° * ae . oe A Se eS eee Se x © 3, see oe 
Pes * . + is = 2 eee 4a2 age * Soe Coat a . hae ¢ . ATS , 
J fi saa Pen Sip a Cee St ee See? 
eS ‘. : bo ee CS ere el ; 7: ae 4° 
1s : oF BR tax , : “4 Spee ee ee eae ry ’ > ee A 
Ae: Ty " = are “ . = . : Coe & rs ba an: :° 3 apc Fe 2 oe jae ae 4 bua are ’ > ra 4, + 4 , 
an . y pee = ee 2 a eer ee ee : e af ae dee t. 
s oy ag Lae “ } 4 <i See aa rr. | Sop eer 
p. ‘ ; Sy % + ee : : CR ee a 7 be : 9@. oh 2 x ' 
~ “ ee a pS Ree - & 4 Sed oe ee eee, he a ee : Pi fs eh 
R? ; : a aa * yy . * 4 ee Fs 5 glare ‘as eek la Fy die A ee r ’ eer ce ‘ a? 4 4 
4c : a ae , s E c eM eet mi ove. Fae 
~ ig ae q 3 -) ie at ee ys amare, bays : < . ri Pe 2, 
8s : f “4 : - 5 : ie me E oe aie ‘Soe he. : t ’ is) 
Pe : 9 Ci ee eee ee ee Be bs OR 
4 P » 2 ‘ es eer er ee pee ates wee yt 
a ei ey > s zi ae ‘Ss ; $e i eae SO tied es. ia <u 2 bald 
> eas 4 > ees : » ae i ee ie $ “ae a 
* “ P ad ‘ os ; ie Pe Oe ee : Ay iy : a ‘| ‘ 
8 rat a ¥ , é ae gue es ot : ob : : 
sr & - : z oe i, ef <a xt ager 
ue we - Rs: oer eS a aii of 
‘ - ° * pe * —— + a, eines al al 
: Jo , 
oe ‘ rer | a 
¥x - waft a. et alge . . . . . e e e 
+04 & - ee 2* or 
\ ~ | ° <q 
# 2 eae - . ; pce 
: . Sl a iT 
. S&S x ° . , * * on ui * 2 a er. 
a . a RS 
- ’ ; ¥ oe ie + ak 
4 h . : aaa a Mee | 
A ‘ & " a , ‘ * age 
4 4 4 ; 7 ad 32 gk 
: 8 ene me eS 
= : ee Fete 
a ny f =e ae Sige ee ay A 
4 at: aa woke of ee : eal 
=e : a a rep aa ia te. 
2 am a hee be els bite 
ha ¥ se hus 44 Soe: ate a 
be ry, = ae ome ae aie ie { 
by 2 . = a8 ee ie a , 
3 = * s . Te a Pie a wee 
+” oF B Ws - “oe 
‘ = We So. ae eee 
® : oS A! Fi ae ‘i 4, rae Pt f° BB ee ; Ri 
& p Pe MR ne, Se 
is , ; + ge eo i les iy a a icp in 
: ote . Sen. tee 
t 2 Sale re: > S ae i w 7 i i 
Ro BS ia 4 a anes ov sae i - eats Ae ta a 
? ~ : a. ee ia eens) "Sees ae 
3 ee ae ca 3 ae as et 
' ” : eee Foe Fa Te 
| ; ‘ i oe eee. 
: . \ ae er baie Bag 
¥ ri wee “ x be S uk —— g Logem age fas - eee. t 
“a te eg ee TP . : 
‘= 4 P| eee eas he ta _ ge ae “3 rat\y A 
?. af, = a ’ ta he sacllicieed We ees . Pay ay 5 ' ; 
= ere aR eee A ig . ee 2 ee ng tte eel isthe ray r i 4 t . } t 
= a oe wa ee a ie Be ay oom a ‘ a . tah wt at 
; + : rey sede oF jeg eee ae ee ee re ‘ : H Ne p 
E yt ' si ps : ice Fy ae oo OI cs Ce ee anes WAT VP ie Lae tt , { 
‘ - fa Jetpe: baa c eee a eet oe eee? a. j : 5 ~ SS ty 
é a , Aye Lee oe ge 2h j e 
mes r eee 4 oo ie a Wee ee i ent A 
"Mei ee er ee Pa eae ee ae . — ‘ MT ode gst Ps Lh 
‘aie hag ee ll Se a pe ee de 2 eo | ae Ria YS *) 
ae fee. a Pcs + pie : % oe oo ae “* Rat: Ca Vgeruh eae (2) ae - ee i ay < Y 4 
y ee ae er Me ee eee eee) ae +. vida Shed My | : | 
sy +P pe : oe. Re ; 
aa eh wo Roa at } 
as << 
_ 
Pr. 
Pe 7 Bes . 5 *y 
BES eater i . ; rene ae ot nok oor ee | ee ee Co ot a ee cae ee ee 
+ ra 2 nae c pL ae a a age ae ae eee. ee cee ee: ee ee a I Sd i... eer ye ae 
Z ry: ee cet HO oe ee peer > a oe fee = Mee ee ge og ee oe ee 


mies auo 1000 Puuseayap 


Ss 


+] 
eee 


- 
z 
i 
: 
é 
i 
E 
é 
& 
é 
é 
© 
2 
3 
2 
& 


blished 


a glance at the March Issue 
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This is your final opportunity to protect yourself in all 1951 . 
issues of the new HUNTING & FISHING .. . present ; 
$1,750 B & W page rate remains in effect for all orders % 
= . _ : iw 
placed prior to March 5th, 1951, after which new $2,760 | Ron. 
ae 
B & W page rate goes into effect . . . prompt action means . 
saving $1,010 on every 1951 page insertion . . . this means . ae 
\ : 4 
you can reach over one million active, receptive sportsmen : 2 
. : ' | 
at $1.75 per page per thousand ... HUNTING & FISHING be * 
is the “Buy of the Year!” — 
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House Postage Bill Likely 
But Senate Is Apt to Balk 

WASHINGTON, Feb. 15—A postage 
rate hike will probably pass the 
House this session. It may have 
rough going in the Senate. 

House postal committee Chair- 
man Tom Murray (D., Tenn.) 
steered a $125,000,000 increase 
through the lower chamber last 


By STANLEY E. COHEN. Washing 


Editor 


year, only to lose it in the Senate. 
Rep. Murray—an ex-postal execu- 
tive—is out for blood this year. 
When spokesmen for the Citi- 
zens Committee on the Hoover Re- 
port came in last week to discuss 
the need for postal “efficiency,” 
Rep. Murray read the riot act. He 
insisted that the Post Office is on 
its toes, asked the Hoover Com- 
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mission why it had so little to say 
about the need for higher rates, 
particularly for magazines. 

With Congress facing demands 
for a third tax increase, Rep. Mur- 
ray can count on ample House sup- 


| port for legislation to reduce the 


half-billion-dollar postal deficit. 

Nevertheless, anything could 
happen in the Senate. Eight of the 
12 Senate postal committee mem- 
bers are “unknowns.” As “fresh- 
men,” they have to start their 
postal education from the begin- 
ning. 


. . . 

Members of the Washington 
Forge of the American Public Re- 
lations Assn. were prepared for a 
scolding when they invited House 
lobbying committee Chairman 
Frank Buchanan (D., Pa.) to be 
their luncheon speaker. Instead 
they got an endorsement. 

“It is my sincere belief,” Rep. 
Buchanan said, “that American 
business firms would find it not 
only in the public interest but also 
of inestimable benefit to them- 
selves to utilize the skill of pro- 
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fessional public relations firms and 
individuals to convey their views 
to the Congress instead of using 
inexperienced and irresponsible 
persons whose activities are really 
more harmful than beneficial.” 

. * - 

Defense Production Administra- 
tor William H. Harrison will prob- 
ably be resigning. When he does, 
the official reason will be “ill 
health.” That's the real story, too. 
Harrison, the first topnotcher to 
come into the defense effort, has 
done a magnificent job on the fir- 
ing line since September. Last 
week he collapsed at his desk. He 
is under doctor's orders to rest. 

+ 2 . 

Steel producers have warned the 
National Production Authority that 
it won't save steel by issuing an or- 
der limiting the production rates 
of automobiles and appliances. 

The fight hinges on what is 
known as “conversion steel.” 

“Conversion steel” is high-cost 
plate which auto makers get by 
taking surplus ingot from one mill 
to another for rolling. In today’s 
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KRNT DELIVERS THE BIG AUDIENCE 


Actual photo, made at 7:00 in the morning, of the crowd at the 4th 
annual anniversary broadcast of KRNT's “Don Bell Show." The 
fabulous early morning disc jockey drew nearly 6,000 lowans to this 
3-hour jamboree from 6:00 to 9:00 a.m. 
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market, auto people are willing to 
absorb the cost in order to get ex- 
tra production. 

Steel people say the limit on car 
output would make it unprofitable 
and unnecessary for auto people 
to use “conversion steel”—now 
about 25% of their supply. Without 
a buyer who could foot the extra 
cost, surplus ingots would not be 
rolled, and the production would 
be lost. 

+ e . 

Up ‘til now, admen have been 
running around in circles wonder- 
ing what they can do to push de- 
fense information programs. At 
last there appears to be a num- 
ber of projects “in the works.” 
NPA is getting ready to promote 
salvage and conservation. 

The Agriculture Department has 
dusted off “victory gardens.” 

Office of Price Stabilization is 
wor'cing overtime on a “Let’s Work 
Together” drive. And the Office of 
Civil Defense has fired the first 
gun in a@ campaign to teach all 
Americans what to do when, and if, 
the enemy strikes. 

~ . 

North Dakota's maverick Sen- 
ator Bill Langer has been com- 
plaining that his state is always 
overlooked when it comes time to 
hand out an important government 
ob. 

The other day he read a letter 
from Defiance Sparkplug Co. com- 
plaining that the Federal Trade 
Commission has taken 13 years to 
hear an unfair price case against 
three of Defiance’s big competitors. 

Sen. Langer inserted a complete 
list of North Dakota’s lawyers in 
the “Congressional Record.” 

“Anyone who has been on FTC 
for the past 10 years and failed 
| to decide this case ought to be 
ashamed of himself,” he com- 
|mented. “Surely, any one of the 
North Dakota attorneys could have 

| done as well.” 


John Blair Appoints Two 

John Blair & Co., Chicago, na- 
tional representative of radio sta- 
tions, has named Jim Richards, 
formerly with Station KFRC, San 
Francisco, to its San Francisco of- 
fice. Bill Peavey, who formerly 
devoted part of his time to the 
company’s television operations, 
continues, in association with Mr. 
Richards, in fulltime AM work. 
Blair-TV has announced the open- 
ing of a separate Chicago office, 
divorced from AM operations, at 
520 N. Michigan Ave. 


Brantwood Appoints Warner 

Harold Warner Co., Buffalo, N. 
Y., has been retained to handle 
the advertising of Brantwood 
Products, Buffalo, manufacturer 
of D-G hand cleaner. Trade pub- 
| lications, newspapers, trade liter- 
ature and point of sale material 
will be used. 


‘Seventeen’ Names Cassell 

Warren M. Cassell, formerly 
technical adviser in charge of East 
Coast sales for the Graphic Arts 
division of Ansco, has been ap- 
pointed technical consultant on 
gravure reproduction for Seven- 
teen, New York. 
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NEW CATALOG BY 
Eighty pages of eye-catching 


effective label ideas repro- 
duced in one to four colors 
and listed under 128 differ 
ent classifications See for 
yourself these distinctly 
different FENT-ONAMEL 
labels, and how you can 
use them profitably in 
your business 
130.000 satisfied 
customers cant be 
wrong 
WRITE 
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Successful in getting support from retailers 


because it gets response from consumers— 


THE CHICAGO TRIBUNE 
CONSUMER-FRANCHISE PLAN 


SALEs at the factory grow today 
as plans are based on conditions 
at the retail level. With little per- 
sonal selling by retailers, the crit- 
ical phase of sales work has moved 
beyond the store and into the 
home. 

Today’s advertising job is to 
sell the consumer before she goes 
to the store. Advertising which 
is run to influence the retailer im- 
presses him only when it impresses 
his customers. 

To get retailers to take on your 
line—and to keep it in the face 
of competitive claims for his 
space and time—your advertising 
must be used to build a consumer 


franchise that will produce for 


your brand an important share 
of the day-in, day-out buying of 
consumers. 

From first-hand experience in 
working with manufacturers and 
retailers the Chicago Tribune 
has developed a sound procedure 
that successfully builds sales 
volume and a strong brand 
positicn. 

It will enable you to turn to 
your advantage the trend to fewer 
brands per product class per store 
and the increasing reliance on self 
service in retailing. 

It starts with the retailer’s 
own need for higher volume and 
faster turnover. And, because it 
does, it gets his active support. 


You can use this consumer- 
franchise plan to secure larger or- 
ders and better store display. 
With it your staff can sell more 
and earn more. 

Pointed for immediate sales, 
it calls for no special prices, dis- 
counts or deals. Successfully used 
in Chicago, it is readily applica- 
ble in other markets. It works 
for big units as well as for pack- 
aged goods. 

Why not decide now to learn 
how you can put the plan to 
work for you. A Tribune repre- 
sentative will be glad to talk to 
you. Ask him to call. Do it now 
while the matter is fresh in your 
mind. 


Chicago Tribune 


WORLD'S GREATEST NEWSPAPER 


THE 


New York City 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 

MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


A. W. Dreier 


CHICAGO TRIBUNE REPRESENTATIVES: 
Detroit San Francisco 


Penobscot Bidg. 155 Montgomery St. 


Los 


Angeles 
Fitzpatrick & Chamberlin Fitzpetrick & Chamberilin 


1127 Wilshire Bivd. 
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Thirteen weeks ago, The Big Show, radio’s greatest all star variety program, with 


Tallulah Bankhead as MC, premiered on NBC Sunday 6-7:30 PM. Three weeks later, a 


letter addressed simply to Tallulah Bankhead, America, was mailed in Cumberland, Md. It 


was delivered to her at NBC in two days... Proof of the tremendous appeal of this unpre- 


dictable lady and of the immediate, nation-wide impact of The Big Show. 


Since then NBC has received thousands of letters — a great many of them from TV 


areas—all raves for darling Tallulah and her great new show. Some samples: 


Dear Tallulah: 


... Your show is the finest entertainment on the air today. 


... Never in my whole life have I enjoyed any radio or 
television show nearly as much. 


.../it is a wonderful thing — talent. To come into thou- 
sands of homes, as you do, bringing the warm, human 
thoughts and emotions... bringing laughter ... dispel- 
ling loneliness. 


... We refer to your radio program as THE BIGGEST SHOW 
not simply THE BIG SHOW. 


... One of the rare bits of adult entertainment on the air 
waves today. 


IT’S A CRYING SHAME that a show with such an 
enthusiastic response isn’t sold out. But here it is 13 weeks 
old and the first half hour—Sunday 6-6:30 PM 
available for sale. 

Week after week The Big Show presents a roster of 
star names bigger than any in radio or television, such as 
Jimmy Durante, Eddie Cantor, Ed Wynn, Bob Hope, 
Groucho Marx, Martin & Lewis, Frankie Laine, Ezio 
Pinza, Judy Holliday, Fanny Brice, Judy Garland. The 
unbelievably low cost for this matchless talent: $8,820 
gross per week for one half hour. 

It’s had smash reviews, like the one in The Billboard 
which called it “the biggest radio series by all odds this 
year, and likely of all time.” 

Even our competitors, the magazines, have praised 
it. Collier’s wrote an “unabashed plug” for The Big Show 


is still 


on its editorial page and called the selection of Tallulah 
Bankhead for MC “the most progressive step that radio 
has taken since the loud-speaker replaced headphones.” 
Look said “The Big Show has knocked the country for a 
loop. So has Tallulah.” 

Its audience is just about the fastest growing in all 
radio—up 81% in six weeks according to Nielsen. 

The time period, Sunday 6-6:30 PM, gets an adver- 
tiser on the air before the heavy competition starts. Best 
of all, most of it is figured at daytime rates, $10,692.20 net 
per week for a full NBC network. 

The total cost for 30 minutes of showbusiness at its 
best is $19,512.20 per week. Where else in all advertising 
can you find a bargainlike that ? Frankly we're embarrased. 

To relieve our embarrassment, and to give your 1951 
advertising a solid start, let us tell you about the best buy 
in town—The Big Show, Sunday 6-6:30 PM on NBC. 
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Publication Changes Format 

Candy Merchandising, published 
by Manufacturing Confectioner 
Publishing Co., Chicago, has 
changed its format from digest 
size to standard magazine size, 
8%x11%" trim size and 7x10” 
type page. It also will be published 
monthly instead of bimonthly as 
before. 


"Vogue’ Promotes Millar 

David Millar, a member of the 
advertising department of Vogue, 
New York, for the past five years, 
has been appointed assistant man- 
ager of the Vogue Pattern Service, 
effective March 5 


Capitol Records Takes to Pretesting 
to Find ‘Hits’ with Less Guesswork 


HoL.tywoop, Feb. 15—Determin- 
ing whether a popular record will 
be a “hit” or not is almost entirely 
a matter of guesswork for major 
record companies. 

In an effort to eliminate most of 
this guessing game, Capitol Rec- 
ords has started a series of tests 
to determine what the public re- 
sponse will be to specific tunes. 


WREN 


OPEKA KANSAS 


WEED 


hight Spot in 


& COMPANY 


Recording companies readily ad- 
mit that theirs is a field in which 
research is needed, if ever one was. 
Almost without exception, the big 
hits are “sleepers.” Even the best 
brains in the industry can’t pre- 
dict the popularity of a record with 
any certainty. A fair batting aver- 
age is ‘considered good. 

As a result, according to Lloyd 
Dunn of Capitol, a record maker 
gets as many popular artists as it 
can to make the best releases the 
company can wax, and then dea!l- 
ers are flooded with the discs. And 
so the recording companies lose 


{money on many records that flop. 


e Mr. Dunn initiated Capitol's 
new pretesting venture. He says 
the objective is to find some means 
of turning out fewer records and 
more hits. Capitol, the largest pro- 
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ducer of popular records, 
turns out about 10 a week. 

Of the tests now under way, 
Capitol will talk only of those that 
have been conducted by Audience 
Research Inc., Dr. George Gallup's 
Hollywood organization. In these 
tests (which were handled by Bev- 
erley Jones of Audience Research), 
Capitol releases for January were 
played to two selected groups of 
35 persons each. 

The groups were composed of a 
few more women than men, in the 
age range from 16 to 30. Each per- 
son registers on a separate rheo- 
static control the immediate reac- 
tions he has throughout the play- 
ing of each record. These reactions 
were combined into chart form for 
a composite picture. 


now 


@ Through use of an automatic 
timing device, it is possible later 
to check various passages of a re- 
cording to determine best arrange- 
ments for repertoire. A similar test 
was made with a panel group. This 
test is in addition to the primary 
one of determining how well a 


le 


Se ee sor 


youve corto ACT BI 


*ABC City Zone based vpon 1950 
Census ond 1947 Census Surveys 
of Metropolitan district and State. 
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You can’t hammer home your message in 
Baltimore today with the same means you 
employed ten years ago. Baltimore is a lot 
bigger and a lot richer today — and you've 
got to hit with maximum impact to attain 
your enlarged sales potential in the country’s 
sixth largest city. You've got to use 
Baltimore's biggest evening circulation, the 


Baltimore News-Post. 


G ™ SELL BIG 


ee 


IN BIGGER BALTIMORE 


paid, 226,467). 


Baltimore's family population is 28% 
larger than in 1940, and has shown the 
greatest increase in net effective family 
buying income of all major cities in the 
U.S. With the News-Post, you get more 
coverage than with any other single daily 
newspaper (60°°). You reach 196,795 City 
Zone families*, at a single cost (total net 


Baltimore News -Post 


First in Circulation... First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 


record is liked. 

To date, Capitol is not satisfied 
that it has found a reliable answer 
to its problem. However, Mr. Dunn 
says, anything that contributes any 
light is highly desirable and will 
be helpful. 

In view of the unpredictable na- 
ture of public response to a tune, 
it is understandable that sometimes 
it is simply impossible to exploit 
a hit to its greatest sales potential. 
With few exceptions, the practice 
is to wait for “action” on a record- 
ing before getting behind it with 
an advertising and promotion push. 


e Among such exceptions was 
“The Thing,” which was recognized 
as a hit at the outset and pro- 
moted accordingly. A reverse ex- 
ample was “Mona Lisa,” one of the 
top hits of recent years. Actually, 
this was a fill-in of the other side, 
“The Greatest Inventor of Them 
All,” for which there were great 
expectations. The latter example 
is more typical, and many similar 
experiences pop up every year. 

A major reason for the difficulty 


|in gaging potential is the rapidity 
| with which public tastes change. 


A particular recording starts a 
vogue for a specific type of tune. 
Other records patterned to it go 
well for months. Suddenly they 
just don’t sell, and another type of 
| record is riding high. 

| Timing thus becomes of utmost 
| importance. It is hoped by Capitol 
| that tests now under way will at 
least be partially helpful in de- 
tecting such trends as they de- 
| velop. Trends must be followed. 
| They cannot be forced as in fash- 
|ions, Mr. Dunn said. 

| 

e Currently, Capitol is taking 
another tack in its testing. One of 
the many merchandising problems 
| facing records is the fact that mer- 
| chandise which appeals to the ear 
—and must be sold on that basis— 
is forced to use an appeal to the 
eye in print. 

| In the children’s record field, 
Capitol is far and away the largest 
| seller. It is estimated that 30,000,- 
| 000 children under 10 years of age 
could listen to children’s records. 
| Available statistics indicate that 
}only 3,000,000, or 10% of the po- 
| tential, are exposed to records. 
Buying habits, too, work against 
}expansion of this market. It is 
| pointed out that when adults look 
| for something to buy children, they 
| go to a toy department. Such de- 
partments do not normally carry 
records, although there has been 
moderate success in the program to 
get them to do so. 


|@ The problem then is to get sam- 
ples of the records to the ears of 
| the children. Capitol hopes it has 
the answer in a promotion now be- 
|} ing tested in Los Angeles. It is a 
record on which there are excerpts 
from 10 of Capitol’s most popular 
albums. The record is now being 
{offered for 25¢ in a campaign 
which broke in the Feb. 4 issue of 
| the Pacific Coast edition of This 
| Week Magazine. 

The ads stress that the 25¢ paid 
will be credited against the pur- 
| chase price of any of the ten al- 
bums, if the record is returned. The 
same offer is being made on radio 
| and television. 


| Alport & O'Rourke Names 
| Schick and Grubb 

Jordis Schick, formerly a copy- 
| writer at Richard G. Montgomery 
& Associates, Portland, Ore., has 
‘joined the Portland office of Alport 


& O’Rourke as consumer copy 
| chief. 
R. K. Grubb, industrial de- 


signer, has been named packaging 
and industrial design consultant 
for the agency. He has moved his 
offices into the building occupied 
by the agency at Northwest 21st 
and Overton. 


Kingsley Joins Diamond Match 
Thayer M. Kingsley has joined 

the advertising department of Dia- 

mond Match Co., New York. 


_— 


ew * ro i 5 a Se ees en “ee | CRS org 3) as ee ieee sees | Ae sha i AE Set er eee 
See at : a oe fe 4 ae Pe ie 7 - 2 a } aoe ae nie be. , : eee . ved een eae od ee : * *, 1 i 4 bie bs! ese A 3 
. 
‘ = es ee ; 
Pi 
Fa 
| 
“if 
— 
y ae _ 
1. 
: 4 
aig \ g ee 
; _, , pe a | 
O_O 
, 
a . # 
; <¢ 
_ y 
et , ~— : , 
20 { yj 2 
- ¥ 
aa ? ‘ j 
f y _ ys 
RS : J oA a «ah 
4 ‘ : j ia \ ; i 
A 
“?y f \ ‘ i} 
of x i. * eer 
; . , ute ; 3 
4 nee 
' ys : 
— q I ) 
' , a baer ee 
: x 
+ t 2 
y ; ; 
i | _ ] 
- : . 
j - 
’ ‘7 ° 
| 
! i 
a 
h 
SF : ] 4 ° 
soy Se ae pi j a ee tee (ee age ee 0 | ieee sie eee ahs See Ny Secret -. ay Seg = TEC Oe a eo ai 
4 aca os et ee i a ia re ee lee i: eee ee pia, ea Vol Pe # ree | oe eee i 7 oe ae oe rhea 


——— 


Take the Whiskers 
off Chicago Schedules 


In the last ten years 272,000 new family dwelling units have been 
established in the Chicago metropolitan area. 


In the same period, The Chicago Sun-Times has gained 174,936 
City and RTZ circulation. The Herald-American made a gain of 
96,534; the Chicago Daily News gained 53,723 and the Chicago 
Tribune had a loss of 148,096 City and RTZ circulation. 


This is the year to take the whiskers off Chicago schedules. For 
a keener, smoother advertising campaign use The Chicago Sun- 
Times—the paper that has grown most in this growing market, 
Total average net paid daily circulation, 614,687. (Latest ABC Pub- 
lisher’s Statement.) 
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SUN TIMES 


THE PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 » ANdover 3-4800 New York 17 + PLazo 3-1103 
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Theater Customers Spend $7,000,000 Weekly 


for Candy, Popcorn, Etc., Survey Shows 


Kansas City, Mo., Feb. 13—Re- 
freshment merchandising in mo- 
tion picture theater lobbies has be- 
come an important part of motion 
picture operators’ business. About 
$7,000,000 a week is spent by the- 
ater patrons at the concession 
stands and vending machines for 
sweets to be consumed while en- 
joying their entertainment, accord- 
ing to an industry survey published 
recently by Boxoffice in its month- 
ly “Modern Theatre” 

Total dollar volume for last year 
amounted to more than $400,000- 
000; patrons bought about $135,- 
000,000 worth of candy alone; 
nickel candy bars and other 5¢ 
accounted 75° the 


section 


for 75% of 
candy volume, the survey reports 

Out of every 100 theater patrons, 
63 purchase candy, chewing gum, 
popcorn, soft drinks, ice cream pro- 
ducts or other foods either before 
or during the show. The average 
sale of refreshments per 
ticket amounts to 9'2¢. Computed 
on a volume basis, for every ticket 
dollar taken in by the average 
dealer, its refreshment stand gross- 
es an additional 38¢ 


items 


@ These figures, according to the 
survey, apply to more than 
of the estimated 22,000 motion pic- 
ture theaters in the country, since 
early all of the houses are now 
ffering sweets in some form. The 
Im theater field comprises about 
9,500 indoor theaters and 
ive-ins 

+ Theater men report that the ra- 
id expansion of their concession 
isiness in the three 
necessary to help meet in- 
eased operating costs. The extent 
which this opened a new market 

r popcorn, confectionery and soft 
drink industries can be shown by a 
eakdown of last year’s sales, esti- 


mted on the basis of the survey, 
r the following six types of pro- 
cts 


With sales totaling $402,746,736, 


past 


as 


bpeorn accounted for $193,721,- 
1; candy, $134,920,157; soft 


d@Pinks, $44,302,141; ice cream pro- 
dBcts, $15,707,122; other 


foods, 


years | 


nickel candy bar and standardize 
on a dime bar. 

More than two-thirds of the 
managers favored continuance of 
the nickel bar even if it should be- 
come necessary to further reduce 
its present small size. Managers 
said a boost in price would dras- 
tically reduce sales to children, 
whose trade, they said, is a big 
factor in theater concession vol- 
ume. 

The article points out that 61% 
of drive-in theater spokesmen fa- 
vor increasing the present mini- 
mum to 10¢. The total number of 
outdoor theaters, however, ac- 
counts for but 11% of all theaters 
in the country. 


@ The survey also includes a list- 
ing of the top ten best selling can- 
dies, both bar and pocket packages, 


| in both 5¢ and 10¢ ranges. Ranked 


theater | 


90% | 


2,500 


| 


$20,471,415, and cigarets, $3,624,-| 


720 


@ Another 
Was a theater 
the potential effect on sales if can- 


feature of the survey 


J. ©. Gardiner, Jr. has been elected 
general manager of the Banger and 
Aroostook Railroad Company, Bangor, 
Maine. Getting ahead in business like 
Mr. Gardiner are thousands of regular 
Wall Street Journal readers throughout 
the nation executives and their aide 
who make or influence decisions on 
planning, production, selling and 
buying. 


(ADVERTISEMENT) 


poll of opinion on | 


in order of sales popularity, they 


are: Hershey (5¢, 10¢), Mounds 
(10¢), Milky Way (5¢), Baby Ruth 
(5¢), Almond Joy (10¢), M& M 
(5¢), Clark Bar (5¢), Tootsie Roll 
(5¢), Milk Duds (10¢) and Jujy- 
fruits (5¢). 


Kelvinator Names Stone 

J. Truman Stone has _ been 
named sales promotion manager 
of the Kelvinator division of Nash- 
Kelvinator Corp., Detroit. Mr. 
Stone formerly was advertising 
manager of the company’s Leonard 
division. He has been succeeded in 
that position by W. L. Hullsiek 


‘Iron Age’ Names Lippold 

Charles R. Lippold, formerly an 
advertising representative of Elec- 
trical World, has been named re- 
gional business manager of Iron 
Age, effective March 1. He will 
make his headquarters in Cleve- 
land. 


Names Jack Minor V. P. 

Jack W. Minor has been named 
vice-president of Transportation 
Advertising Co. of Michigan, De- 
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Publishers’ Rates 
Can Rise, So Wages 
Should, Guild Says 


New York, Feb. 13—If the pub- 
lishing industry is excepted from 
the price freeze, “meaning that 
publishers can raise their rates on 
advertising or circulation to any 
amount they see fit, or which they 
believe will be most profitable to 
them,” why should wages be frozen 
in the publishing industry?, the 
Newspaper Guild of New York 
asks editorially in the current is- 
sue of its weekly membership 
publication. 

Plans for an intensive organizing 
drive, as well as a program which 
will assure guild members in- 
creased salary and other benefits, 
despite the wage freeze, are being 
worked out by officers and com- 
mittees of the guild. 

The guild on behalf of its mem- 
bers plans to demand either that 
“the government also except peo- 


ple employed by the publishing in- 
dustry from the wage freeze, or 
that the government devise a 
means whereby the guild will have 
a right to reopen contracts and ad- 
just wages in line with cost of 
living conditions.” 


Kalart Names Bishop A. M. 

Aubrey E. Bishop, formerly in 
the advertising department of the 
New Departure division of Gener- 
al Motors Corp., Bristol, Conn., has 
been appointed advertising man- 
ager of Kalart Co., Plainville, 
Conn., manufacturer of Kalart II 
camera and synchronized speed 
flash equipment. 


Opens New York Sales Office 
BMC Mfg. Corp., Binghamton, 
N. Y., manufacturer of juvenile 
wheeltoys, has opened a perma- 
nent New York sales office and 
showroom at 200 Fifth Ave. 


WDGY Appoints Sidney Rich 

Sidney Rich, formerly account 
executive of WLOL, Minneapolis, 
has been appointed sales man- 
ager of WDGY, Minneapolis. 


troit. 


MAN PO 


that moves 
merchandise 


A Fawcett Publication 


and more 
men buy TRUE 


than any other 
man’s magazine 
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Zenith Launches Newspaper 
Drive for New Hearing Aid 
Zenith Radio Corp., Chicago, has 
launched a campaign for its new 
Royal hearing aid in 111 Sunday 
newspapers across the country, 
principally in metropolitan areas. 
Two 300-line insertions are sched- 
uled in all papers, with some ex- 
ceptions. The first ad ran Feb. 11 
and the second is scheduled to 
appear on Feb. 25. Dealers are 
conducting separate campaigns to 
tie in with the drive, which is be- 
ing placed through Critchfield & 
Co., Chicago. A schedule of suc- 
cessive monthly newspaper cam-_| 
paigns is planned as a followup. | 


Columbia Appoints Hall 


Lem C. Hall, formerly Los 
Angeles zone manager of retail 
sales promotion for Life, has been 
named an account executive of 
Columbia Pacific Network in Los 
Angeles. 


} 


AFA Appoints Eugene Thomas 

Eugene S. Thomas, manager of 
television operations of Station 
WOR, New York, has been ap- 


PREVIEW—The window of the Missouri-Konsas-Texas Lines’ ticket offices in St. Louis 
displays a complete toble setting with the slogan, “Every meal a treat on Koty 
diners.’ Harry F. Tate Jr. is the Katy’s advertising agent. 


pointed chairman of the program convention. The convention will be 


committee of the Advertising Fed- 
eration of America’s 47th annual 


held at the Chase Hotel, St. Louis, 
June 10-13, 1951. 


Four A’s Reviews Success of Job Seekers 
After They've Taken Annual Ad Exams 


New York, Feb. 13—The Amer- 


vey which was made a year ago. 


ican Assn. of Advertising Agen- | 


cies has issued another report 
pointing out the value of its annual 
examinations, especially to those 
expecting military service. The 
1951 examination will be held Feb 
17 and 24, in major cities through- 
out the country (AA, Jan. 22) 

Young people who do well on 
the annual exams are continuing 
to succeed in entering the adver- 
tising field, according to the latest 
survey, which covers persons who 
took the examinaion in 1948 and 
1947. 


Of the candidates rated “excel- | 


lent,” 48% obtained advertising 
jobs within two years of taking the 
test. Of those receiving “good” 
rating, 36% had gone into adver- 
tising. Only 18% of those with 
“fair” or negative ratings had suc- 
ceeded in advertising. The findings 
parallel those of a previous sur- 


TRUE CIRCULATION 
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(Based on Delivered Circulation) 
through June, 1950 


@ Advertising agencies claimed 
' almost half of the successful candi- 
dates; advertisers and media ac- 
counted for approximately a 
fourth each. Jobs were obtained in 
almost all departments, although 
|}copy work predominated. Sydney 
H. Giellerup, partner in Mar- 
| schalk & Pratt Co. and chairman of 
the Four A’s examination commit- 
tee, pointed out that this year's 
test—in addition to attracting high- 
j}calibre young people to advertis- 
| ing—should prove useful to those 
expecting to enter the armed serv- 
ices 

“If a student or other young 
person has not found his place in 
business before he enters the serv- 
ice, and the examination shows 
that he offers definite promise in 
certain fields of advertising, he 
should feel considerably reassured 
about his future; he should also 
feel encouraged to do what he can 
toward preparing for his goal 
while in the service,” Mr. Giel- 
lerup said. 

The examination, fee for which 
is $15, is open to students in their 
last year of college and persons in 
business who are not now em- 
ployed in advertising agencies. 
| Jack Hargrove, president , 

Hargrove-Green Co., Los Angdes, 

has been elected president of fhe 
| Electric League of Los Angdes 


| Electric League Elects 


| Other officers are: Mil Zill tt, 
Television-Household Applianges, 
executive vice-president; Kennith 


R. Johnson, general sales mané 

of Packard-Bell Corp., secret 

D. C. Culbreath, D. C. Culbr 

Co., treasurer, and Glen L 
| managing director 


er 
y; 
th 
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MAKES 
SENSE! 


There are lots of dollars 
and sense involved in the 
26,868,156 lines of 1950 ad- 
vertising in the DAVEN- 
PORT NEWSPAPERS! Es- 
pecially since they constitute 
advertising that sel/s the rich 
Quad-City Market (Daven- 
port, lowa, Rock Island, Mo- 
line and East Moline, Ilinois.) 
1950 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 
income of $418,578,900 in the 
Quad-Cities. 


PUNCTUATE YOUR SALES 
In THIS 


RICH QUAD-CITY MARKET 


BY USING THE 
DAVENPORT NEWSPAPERS 


The Only Newspopers with Home- 

Delivered Circulation on Both the 

lowe and lilinols Sides of the im- 
Qued-City Market. 
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Market Institute and with the outstanding editorial talent pehind it \ 
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| millions of consumers gerved py the yhousands ot SMI super markets- ' ‘Zz 
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é VY) where America 


buys the most! 


Owner-managed super markets do 11% of the nation’s food store volume with 
1% of the outlets. These stores are the wonders of the world! 


They have added new dimensions to the words “store traffic, turnover and 
volume!” It was done by the aggressive promotion of national labels, and 
matching shelf position to consumer demand with amazing accuracy! 


Make it easy for the shopper to buy what she wants! Promote wanted brands! 
These are the precepts that have helped to make the members of Super 
Market Institute the largest factors in food store product sales today. 

Now they have a consumer magazine of their own, a national “product” to 
offer their millions of customers. 


A top quality magazine! Not a single copy of waste circulation! Wholehearted 
support by the master merchandisers of our time! No wonder BETTER — 
LIVING Magazine starts as an acknowledged success—with the largest first 
issue in the history of the Food-Store magazine field! 
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230 Park Ave., 
New York 17, #.Y. 
MUrray Hill 6-4600 


919 N. Michigan Ave., 
Chicago 11, tl. 

DElaware 7-2357 
Bianchard-Nichols Inc., 
2020 Puss Building, 

San Francisco 4, Calif. 
Blanchard-Nichols Inc. 

633 S. Westmoreland Ave., 
Los Angeles, Calif. 


© MASS MARKET PUBLICATIONS, INC. 


@ FAST FACTS ABouT BETTER LIVING MAGAZINE 


: 1,500,000 guaranteed net paid circulation 
average {8 issues, May through December 1951) 
through members of the Super Market Institute. 
Editorial lepdership: Christine Holbrook, Editor-in-Chief, Esther Kimmel, Food & Equipment Editor; 
Hildegard Fillmore, Fashion & Beauty Editor; Tracy Samuels, Managing Editor. 
management: Edward W. Miller, President & Publisher; John £. Smith, Executive 


Vice-Presidént; Roy Wright, Vice-President and Advertising Director; Donald Kerr, Vice-President 
& Director of Trade Relations; Kenneth Telfer, Eastern Manager; 0. R. Whitaker, Western Manager. 
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Death Comes to Average Adman at 58, 
AA Obits Show; Others Live Longer 


Cuicaco,: Feb. 15—During 1950, 
the average age at which men and 
women closely connected with the 
advertising field died was 57.5 
years, according to an analysis of 
obits carried by ADVERTISING AGE 
during the year 

A total of 371 obits appeared in 
AA in 1950, including notices of 
deaths of editors, publishers, sales 
representatives, radio and televi- 
sion people, etc. Of the 371, only 
109 were for persons who could be 
classified as “closely connected” 
with advertising. In most 
these were either advertising man- 
agers or advertising agency per- 
sonnel. 

Average age of the 371 who died 
was 60.7 years, three years more 
than the average for the advertis- 
ing group alone 

Median age for the advertising 
group was 58 years, only one-half 
year more than the average, while 
the median age for the total group 
was 61 years. 


cases 


se The number who died in each 
ten-year age span for both groups 
gas as follows: 


Total Admen 

Group Oily 

mn the 20s 4 1 
n the 30s 11 6 
n the 40s 55 7 
m the Ss 96 3% 
m the 60s 98 29 
nm the 70s 70 14 
1 the 80s 31 4 
1 the 90s 6 0 
In a similar survey of 1949 


bits made by AA last year, both 
he average and median ages at 
yhich admen and those in related 
fields died was 62. However, 300 
®bits were considered in last year’s 

ialysis and no attempt was made 
. separate strictly advertising 
personnel from others. 


® The significance of these aver- 
ave figures is difficult to assess due 
i the lack of comparable analyses 
Of deaths by profession or indus- 
try. However, the average life span 
im the U. S. teday, according to 
fhe Federal Security Agency, is 
More than 67 years. The Institute 
of Life Insurance early last year 
@stimated that the average life 
Span of Americans today is almost 
70 

Newspaper men can expect to 


PUNCHES sheets and covers of any size 
or weight, quickly, occurotely 
_ 


LA 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige color... atten 
tion-compelling appearance to 
reports, presentations, catalogs 
GBC peante binding equipment’ 
quickly ... easily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily 
lie flat. Complete office equip 
ment costs less than a type 
writer...saves 50 over old 
fashioned fastener-type covers. 
Anyone can operate. 


*PATENTS PENDING 


R, SPECIAL TRIAL OFFER 

MEMO § Send today for information 
and 2 handy pocket mem 
books bound on this equip 
ment. No obligation. 

General Binding Corporotion 

808 W. Beimont Ave., Dept. AA-1 

Chicago 14, tl. 


eeeccors 


outlive admen by a few years, on 
the basis of a survey of obits made 
by Publishers’ Auxiliary last Sep- 
tember. A tabulation of 429 obits 
carried in this publication during 
1949 showed that the average 
death age of newspaper men was 
65.5. They ranged in years from 
23 to 99, with a median age of 61. 


e Mortality among daily newspa- 
per editorial workers in the U. S. 
from 1945 to 1949, as reported in 
the spring, 1950, issue of Jour- 
nalism Quarterly, showed an aver- 
age death age of 66.06 years for 
men and 66.88 years for women. 
Data was compiled from 1,554 
obits for men and 89 for women 
carried by Editor & Publisher, The 
Guild Reporter and Publishers’ 
Auviliary from 1945 thru 1949. 


Doctors do somewhat better than 
both advertising and newspaper 
people—or at least they did in 
1949—according to an analysis 
made by the Journal of the Ameri- 
can Medical Assn. of 3,331 obits 
published during 1949. Average 
age of doctors at death was 67.2 
years, with the largest number of 
deaths occurring between 70 and 
74. 

Heart disease was the leading 
cause of deaths among doctors, ac- 
counting for 41%. 

Another analysis of obits was 
made by Steel in October, 1949, 
covering the most recent 200 deaths 
in the iron and steel industry. Av- 
erage age at death of the Steel 
group was 64, higher than the ad- 
vertising group but lower than the 
average age for both newspaper 
men and doctors. 


Two Appoint McCain Agency 
The Chicago office of McCain & 
Associates has been named to han- 
dle the advertising of Olson Travel 
Organization and Campus Tours. 


Advertising Age, February 19, 1951 


SELF-SELLING—Personna Blade Co. calls 
this “the first complete display and self- 
selling unit in razor blade packaging 
history.” Pictures show how to use the 
transparent blade dispenser, which in- 
troduced the new Personna price range. 


Newspapers and magazines will be 
used. 


Expands Radio Schedule 


Bank of America, San Francisco, 
which has been sponsoring “Top 
of the Morning,” on KNX, Los 
Angeles, will extend its sponsor- 
ship to the seven stations of the 
Columbia Pacific Network for 52 
weeks, beginning Feb. 26. The ser- 
ies will be heard Monday through 
Friday at 7:15 to 7:30 a.m. on all 
stations except KNX, which will 
continue with its present time of 
8-8:15 a.m. Charles R. Stewart 
Advertising Agency, San Francis- 
co, handles the account. 


Names Johnson Ad Manager 

Kenneth E. Johnson, display ad- 
vertising salesman of the Honolulu 
Star-Bulletin, has been promoted 
to general advertising manager. 
He succeeds Edmund M. Loftus, 
who has resigned to join Moloney, 
Regan & Schmitt, Dallas. 


Eavey Joins De Ville 

Russell F. Eavey, formerly with 
Needham, Louis & Brorby, has 
joined George L. De Ville Adver- 
tising, Chicago, as research di- 
rector. 


a5 


persons, places and events that are closest to them 


ell.S 
$66 


nby: 
Hoosiers 


NEW HARMON 


and by their own locally-Edited Gravure Magazine 


Quiz a Hoosier and you'll get Indiana answers. Racing? The Indianapolis Speedway. Poets? James 
Whitcomb Riley. Politicians? Wendell Willkie. 


Yes, and that’s the reason Mr. and Mrs. Indiana are attracted by what they find in their own Locally- 
Edited Magazine. In Indiana or Texas, Ohio or Tennessee, people are just naturally interested most in 


and readers get what they want in 


each of the twelve Locally-Edited Gravure Magazines. Result: our Leadership in Readership . . . and 
your greatest advertising value.* 


There's no advertising like Supplement Advertising 
and there's no Supplement like the...... 


* Moke us prove it! Contact any of the following rep ives: B 
Jann & Kelly, John Budd Co., Kelly-Smith Co., O'Mara & Ormsbee, 


h Co., Cresmer and Woodward, 
Osborn, Scolaro, Meeker & Scott. 
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‘Uncle Wip,’ Oldest | 


Kids’ Radio Show, 
Going Over to TV 


PHILADELPHIA, Feb. 13—The 
“Uncle Wip” radio program, oldest 
children’s radio show in the world, 
will switch to television on Feb. 19 
under its original sponsor, Gimbel 
Brothers of Philadelphia. The show 
has been a radio feature since 
1922. 

The new version will be carried 
by WFIL-TV Monday, Wednesday 
and Friday at 5:30-5:45. Highlights 
of the radio presentation will be 
featured in the new show. 

Among features to be added to 
usual birthday greetings, songs 
and stories will be an “identify 
the object” contest modeled along 
the lines of an adult quiz pro- 
gram. Young televiewers will be 
invited to send in their names and 
telephone numbers in order to 
participate. 

Gimbels plans to advertise boys’ 


| continue 


and children’s wear on the show. 
Wayne Cody, radio Uncle Wip, will 
in that part. Gimbels’ 
TV program director, Richard C. 
Weisman, will produce the show. 


Edison Appoints Gotham 
Thomas A. Edison Inc., West 
Orange, N. J., has appointed Goth- 
am Advertising Co., New York, to 
handle its institutional advertis- 
ing and advertising of its instru- 
ment and medical gas divisions. 
The institutional ads, a new de- 
pariure for the company, will tell 
the story of Edison products and 
associate them more clearly with 
the company in the public mind. 
Business papers and news maga- 
zines will be used. Schuyler Hop- 
per Co. formerly handled the in- 
strument division account. 


Two Appoint Ball Agency 

Ted H. Ball & Co., Hollywood, 
Cal., has been named to handle the 
advertising of Sierra Columbia 
Inc., Pasadena, manufacturer of 
ceramic and metal giftware. Trade 
publications and newspapers will 
be used. The agency also has been 


MILESTONE—Mrs. Dorothy Porter Pope 
of the Stondard-Examiner, Ogden, Utah, 
the 200th reporter to be honored on “The 
Big Story,” receives a plaque commemo 
rating the occasion from Alan C. Gorratt, 
advertising manager of American Cigoret 
& Cigor Co. The program is broodcost 
and telecast over NBC. 


appointed by Gilner Pottery Co. 
Culver City. 
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‘UN World’ Article Lauds Phoenix Adclub 


for Having Its Own UN 


New York, Feb. 12—Members 
of the Phoenix Advertising Club 
in Arizona fall wrote to the 
Washington ambassadors and min- 
isters of the 60 member countries 
of the United Nations, suggesting 
that each diplomat appoint a club 
member as “honorary public rela- 
tions consul” in Phoenix for his 
country. Behind the proposal was 
| the idea that the admen could thus 
“help our own citizens learn more 
|} about other nations: their people, 
their customs, and what they fee! 
and think” (AA, Jan. 22) 

The story of this novel project 
appears in the February United 
Nations World, under the title of 
“Grass Roots Diplomats.” 


last 


@ Thus far, 20 UN countries have} 
“appointed” a member of the 
| Phoenix club to serve locally as 
“public relations representative” | 
or “correspondent” (the word) 


The Indianapolis Speedway is mews all 


over the world, but in Indiana it’s more 


than news, it's must reading. It's only 
natural that the Hoosiers’ own magazine, 
the Indianapolis Star, should feature this 
classic race. 


Twelve weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value. 


TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY 


SALT LAK 
DESERE} N 


HOUSTON 
CHRONICLE 


E CIty 


| try 


| Inc., 


Ews 


5 


| Printing Co., 


Representatives 


“consul” was rejected by the dipio- 
mats as being too official). Can- 
ada was the first to agree. Then 
came Israel, Peru, Honduras, Pan- 
ama, the Dominican Republic. 
Later replies came from Argen- 
tina, Turkey, France, Great Bri- 
tain, Australia and others. The 
Phoenician admen have yet to hear 
from the U.S.S.R. or other Com- 
munist nations. Yugoslavia, how- 
ever, recently indicated it will let 
the club “have any necessary 
material and discuss any question.” 

According to the UN World 
story, once a “representative” is 
named, he is expected to take a 
diligent interest in his new coun- 
“He is to follow news of it in 
the press, read about it, seek mate- 
rial from the foreign government 
stself, build up a ‘diplomatic port- 
folio’—and, if possible, visit the 
country. 


e “As he steeps himself in the 
various facets of the country’s 
life, the ‘representative’ passes on 


| what he knows to schools, youth 
| groups, service and veteran organ- 
} izations, 


and churches. He ar- 
ranges for exhibits, speeches, for- 
ums, films.” 

The Phoenix Advertising Club, 
it is said, hopes this brand new 
idea in international relations 


spreads to other groups in the 
U.S. so that there will be ones 


of thousands of “corresponde 
and “representatives” of UN coun 
tries in the U.S ; 


i 


Schuster Names Brendler 


Ralph Brendler, former adv 
tising and promotion manager 
Pocket Books Inc., and more 
cently a sales executive of Sir 
& Schuster, has been named 
sistant to the publisher, M. IL 
coln Schuster 


King Joins WFIL-TV 


Dennis King Jr., formerly ra 
and television producer of Ma 
has joined WFIL-TV, Phi 
delphia, as producer-director 


Kantin Joins Moebius 

Robert W. Kantin has joi 
the sales department of Moeb 
Milwaukee prin 
and lithographer. 


Bs 


| 
When QUALITY 


is a factor... 


FALPACO 


is a Necessity! 


For car cards, calendars, cut- 
outs, posters, novelties, win- 
dow displays, point-of-sale 
displays. 

Falpaco Coated Blanks are 
specially coated for letterpress 
printing, They are also specially 
coated for offset lithography. 
Due to the special Falulah 
manufacturing process, Falpaco 
Coated Blanks have less tend- 
ency to curl, shrink or stretch 
They have that so desirable, 
brilliant, blue-white color. 
Extra smooth surface 

White and color-coated blanks 
Available through authorized 
distributors from coast to coast. 
Ask your paper merchant for 
samples and prices. 


PAPER COMPANY 


NEW YORK OFFICE © 500 FIFTH AVENUE 
NEW YORK 16, N.Y 
MILLS-—FITCHBURG, MASS. 
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This department is a reader’s forum. Letters 


Adams Tells How Knapp 
Acquired ‘Companion’ 
To the Editor: The recent death 
of Joseph P. Knapp (AA, Feb. 5) 
removes from the magazine arena 
; one of the greatest gamblers in 
publication ventures, an astute 
financier and a shrewd trader. I 
was his private assistant, therefore | 
knew of his business and personal | 
affairs... | 

I became connected with Mr.| 
Knapp through my proposal to} 
publish a woman’s magazine for| 
him. In 30 minutes the contract! 
was signed. This was on Friday; 
my contract was to begin the fol- 
lowing Monday. 

I was leaving another very large 
magazine, where I had conducted | 
one of its advertising departments 
as my own business. That Friday 
the general manager said: “It's 
your last day with us; come and 
we'll go to lunch.” During that 
luncheon he said something about 
‘ Womans Home Companion being 
> for sale. I didn’t “hear” him, but 
immediately I set out to run down 
that rumor, found the man who 
held an option on the Companion, 

i rushed down to Mr. Knapp’s 
office anc said: “I've bought the 

man’s Home Companion for 


nf half past four that same after- 
) 


n the sale was completed... 
had been connected with Mr. | 


Crowell’s Companion and Farm & 
Fireside business in Springfield, 
O...The Companion was printed 
on eight old single cylinder presses. 
“Why not?,” Mr. Crowell would 
say; “we've got the electrotype 
plant to make all the necessary 
plates.” 

Newsstand copies of the Com- 
panion were sold to the news com- 
pany on 90 days’ time, which 
meant that the March billing was 
not due until June. But the treas- 
urer-bookkeeper did not charge 
that March debit on the books until 
the credit check came in in June, 
when he entered both items. 

As a result, when Mr. Knapp, 
Tom Lamont (who put up the 
front money) and I made a trip | 
to Springfield after the purchase, | 
I found in my old office memes | 
on the April, May and June bill- 
ings which were not yet on the 
books, with the result that the | 
bill of sale did not include those | 
bills receivable, totaling nearly | 
$100,000. Nor was their three- | 
story, brick building facing on 
three business streets in Spring- 
field included in the inventory. 

The selling of the Companion 
to Mr. Knapp killed my own pro- 
position of building a woman's 
magazine. In the reorganization of 
the business, George Havens, then 
with Scribner's Magazine, got Tom 
Lamont to put up the front money 


364,123 DAILY - 


Sa, = 


r-Zonrnal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


(and I saw this check for several 
hundred thousand dollars passed 
over to Mr. Crowell). 

Because of Havens’ getting La~- 
mont in on the deal he was given 
charge of the publication, and 
engaged his personnel from among 
his own friends. I had never sought 
a spotlight in magazinedom, al- 
though I had been connected with 
Collier’s and Cosmopolitan; there- | 
fore Havens did not know me, nor, 
perhaps, was he ever told of my 
having initiated the Companion 
deal, so I was not asked to fit 
into Havens’ setup. 

Mr. Knapp took as his share 
51% of the common stock, and at 
not a red cent’s cost. i had dumped 
the property (even then worth 
well over a million) into his lap, 
but he did not give me a single 
share of stock. You see, I was “in 
his employ,” but my contract was 
not to commence until the follow- 
ing Monday! 

GripLey ADAMS, 
Director-General, United 
States Flag Foundation, New 
York. 


WIP Public Service Program, 
Instant Hit, Is Rescheduled 

To the Editor: Here’s something 
extra special! 

I'm writing to you personally 
because I have rarely been so ex- 
cited about any broadcast. 

In December, we heard about 
Dr. Richard Gerstell, consultant 
on matters of atomic warfare, and 
the great work he is doing. We had 
him do a broadcast for us. It met 
with such instantaneous and un- 
usual response from all quarters, 
that we were virtually forced by 
this acclaim to do a repeat within 
two days. 

In all my experience in the radio 
business, this is the first time we 
felt it necessary to rebroadcast a 


| program within such a short time. 


(We have rebroadcast programs 


| with lapses of six months to a year, 


as have al! other stations.) 
It didn’t take much of a genius 
to recognize that this was an im- 
portant thing, especially in these 
times. With civil defense work pro- 
| gressing rapidly, we felt the public 
| should know more of the facts. Dr. 
Gerstell’s approach is completely 
| non-scientific—it’s for the layman. 
| In his own words, “I’m no nuclear 
| chemist. If I can ever find out how 
the zipper works, I'll think I’m 
| pretty good.” 
| Consequently, we have scheduled 
ja series of four different broad- 
| 
| cessive weeks—Feb. 9, 16, 23 and 
March 2, at 9:30 p.m., EST. Our 
release is enclosed. However, 


this personally because I’m really 
steamed up about it. I think these 
broadcasts will render a real serv- 
ice to the public by telling them 
just what they can expect and what 
| they can do for themselves in case 
| of atomic attack. 
I feel that stations in other cities 
that have the same problem would 
| do well to offer a similar service. 
| Benepict GIMBEL JR., 
WIP, Philadelphia. 


} * 
| Students Test Ads’ Power: 
to Follow with Survey 
To the Editor: The attached 
|} tearsheet shows you what we 
| think advertising can do! 
| The “we” is an instructor and 
|the six members of a graduate 
advertising class at the University 
| of Illinois. The instructor is Prof. 
| Charles H. Sandage, who asked me 
to bring the ad to your attention. 
The paper in which it appeared 
is the Champaign News-Gazette. 
The purpose of the ad was to 


casts by Dr. Gerstell on four suc-| 


I} 
wanted to call your attention to| 
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interested in the ad, and the idea 
behind it. 


demonstrate our conviction that 
advertising can serve individuals 
and groups as well as businesses, 
and that it can be as effective a 
salesman for ideas as it is for 
products. 

Another ad, similar to this one, 
will be run in the same paper this 
week. Later the class plans to do 
personal interviewing to determine 
local reaction. If you like we will| a very interesting story covering 
be glad to let you know the are the data furnished by the Account- 


Homer DALBEy, 
Champaign, II. 


Questions Ad Percentages 
of Small Businesses { 

To the Editor: On Page 46 of | 
the Jan. 29 issue of AA, you print 


of the survey. ing Corp. of America as to the 
Perhaps your readers would be! percentages of gross, used for ad- 


WE PROVED! | 


Full color Three 
Dimensional Displays 


SELL MORE 


Complete lited displays — Can show motion — Magic of depth 
and color — New low price. 


The new Plasti-Form sign — with its full color and three dimensional 
effect — adapts itself to practically every use. Can be used as a 


lited display — or as is. Low in price —less than $1 each in q 
quantities — high in proven results! Provides powerful impact at 
point of sale. 


WE MAKE ORIGINAL COLOR TRANSPARENCIES 


AGENCY AND DISPLAY COMPANIES 
INQUIRIES INVITED 


BOND DISPLAYS INC. .::.:;°,, 
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vertising, by various small con- 
cerns. 

It seems to us that the percent- 
ages given are not typical nor in 
keeping with general practices. 

No doubt, you have on file the 
accepted percentages as applying 
to various types of business, or 
possibly an experience record from 
some authoritative source. 

If you have this information 
available or can obtain it, we feel 
that many of your readers will be 
interested in having it published 
in an early issue of AA. 

JaMeEs A. ROLLINs, 

Modesto Advertising Agency, 

Modesto, Cal. 


Mr. Rollins’ suggestion is ex- 
tremely pertinent, but unfortun- 
ately no worth while figures on 
the advertising of small retail busi- 
nesses are available. Occasionally, 
trade associations in various re- 
tail fields have attempted to col- 
lect such data, but the Account- 
ing Corp. figures impressed us 
precisely because they are account- 
ing figures rather than opinions or 
estimates. 


Calls ‘Salesense’ Booklet 
‘One of the Best’ 


To the Editor: Some time ago 
I requested a copy of “How to Put 
Salesense in Advertising,” by 
James D. Woolf. It is by far one 
of the finest such booklets I have 
ever read and I would like to have 
an additional five copies. 

Would you please see that they 


are sent to us, and whatever cost 
is involved, we will certainly be 
happy to pay. 
L. E. WuirTe Jr., 
White Advertising Agency, 
Tulsa, Okla. 


Agency Man Has an Entry 
for Readership Record 

To the Editor: Does this ad 
break readership records? If not, 
we would be interested in seeing 
your entry, with a higher Starch 
readership record. 

This Fox De Luxe Foods ad ran 
in half-page size in the Chicago 
Daily News, in an issue in which 
all sizable ads received the Starch 
readership tests. It was the most 


NOW! OVEN-READY 
FOX DE LUXE TURKEYS 


Let You Too Enjoy the Woliday! 
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the fine type at the very bottom 
of the page. 

Readership costs per 1,000 were: 
Noted—$3.86. Seen and Associ- 
ated—$4.57. Read Most—$7.29. 

This surprisingly low cost of 
thorough readership indicates the 
soundness of the agency’s choice 
of editorial format for the ads, and 
that the copy had plenty of “come- 
along.” 

For those who prefer to judge 


strictly in the painted display 
field, not on posters. Too many 
people confuse the new daylight 
fluorescent paints such as Lawter’s 
“Day-Glo,” with black light, and 
your illustrious journal should 
not be among the confused. 

The daylight fluorescents, for 
the purposes of a non-technical 
discussion, are simply super-bright 
paints which are used with tre- 
mendous success on posters, coun- 


an ad solely by sales results, Fox | ter displays, bus cards, etc. I know 
De Luxe Foods reported them as | of one fisherman who doubled his | 


very, very good. 
WENDELL MUENCH, 
President, C. Wendell Muench 
& Co., Chicago. 


Sets Readers Straight 
on Black Light Displays 
To the Editor: In the Jan. 29 
issue of AA, you state that Ad- 
miral will advertise TV sets in 
several media including “black 
light outdoor posters.” 
The new application of 
light” 


“black | 
to outdoor advertising is) 


catch after dipping his lures into | 
this paint! 

Black light, however, requires 
a special light source of near- 
ultra-violet frequency, which light 
is absorbed by the special black 
light paints and emitted as visible 
light. Under daylight or incandes- 
cent illumination, the black light 
paints have the appearance of 
ordinary paints, but when activa- 
ted by ultra-violet light, they glow 
with a startling third-dimensional 
effect. 

On outdoor displays, 


it is cus- 


tomary to alternate the black and 
white light to produce startling 
changes in the colors, disappearing 
copy, and other special effects. 
The black light paints are mar- 


keted by Ronan as 
and by Lawter as 


“Flame Glo” 
“Luva Lite.” 


NorMAN L. SIMPSON, 


Richards Advertising Co., 


acuse, N. Y 


Syr- 


THERE’S GOLD IN THE DIESEL MARKET... 
and DIESEL PROGRESS 


will lead you to it! 


the industry. 


Write for DIESEL PROGRESS Market and Media File 
Rex W. Wadman, Editor and Publisher 


Eastorial and Production Office 
816 N la C 


seneger Blvd Les Angeles 46, Catit 


You can dig up plenty of 
in the multi-million 
dollar Diesel industry. And 
the quickest, mest economical way to uncover your 
sales leads is to advertise in DIESEL PROGRESS — 
preferred and read by the key men in 


Adver 
2 West 45th St 


ung Office 
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New York 19 NY 


These annual LEADERSHIP figures 
again show why The TIMES continues 


to be the BEST advertising medium in 
Seattle. Success in the busy Seattle 
market can be found through fre- 
quent, concentrated advertising in 
The SEATTLE TIMES. 


MEDIA RECORDS REPORT ON 
THE TIMES’ ADVERTISING LEAD 
OVER 2nd PAPER (Daily and Sunday, 12 Months, 1950) 


oko eT 


2nd Paper Lod daa Pant by 
17,094,485 7,198,426 
7,148,626 4,847,465 
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Woy to Serve Dinner Peres! Seatte TIMES 
TOTAL LINEAGE . . . 24,292,911 
RETAIL DISPLAY . . . 12,596,091 
DEPARTMENT STORE. 5,334,576 
CLASSIFIED... . . 6,319,681 
NATIONAL . . 5,358,563 
RETAIL FOOD... . 1,340,996 


RETAIL DRUG . 410,239 


read fractional-page ad in the} 
national food classification—in 
fact, the most read fractional-page 
ad in any classification. 

Here’s the rating of the ad as 
a whole—“Noted,” 9 men and 44 
women; “Seen and Associated,” 8 
i men, 35 women; “Read Most,” 2 
men, 25 women. 

But that doesn’t begin to tell) 
the story of the thorough reading 
the ad received. Of the women | 
to whom the ad was addressed, 39 | 
read the headline; 31 the subhead. | 
Of the main text, 31 women read | 
a little, 25 read most. Of minor | 
text, 25 was the lowest score, and 
when we get down to the sign-off, 

i 32 women read “At All Leading 
Food Stores,” and 28 even read 


THE 


“4 _ SEATTLE TIME 


— ia 


af ey * oes 


New York * 


Represented by O'MARA & ORMSBEE + Detroit * 


Chicago * Los Angeles * San Francisco 


A ae eee ae ee Bae: & i: 2) ae eS iene 
aes : © me Me ‘ eee Be -< “Te ag ey , a oa iar a u iy i oes oe 

9) i, Se. See a 3 ae ,. a ; ae ae ae : > oa SN a 
ae ait ae oe a ; > ee i») A : ae a i ied ; : * ari ee 

a 7 ; / 5 [a * . Se shia’ “oy 

Be haga 

~ be 

re 

— 

ae 

ges 

Pe ae 4 

eC ae ts 

Save 

ee Pek 

a aNd 

Bans 81 

oo We ei 

» ae 

Kenew 

‘itis, 3 

ae 

~ age 

5 Nx hg 

™ Wat 3 

’ W P) ewe! 

y i* 

Bats. 

aie 

ee ac 24 

, : ae, 

: hh, he 
Sign 

| ie 

7 . 7 "GE Ua 

cay 

“tig a 

2 Mapes 

« 2: on 

ee ie 

PO &, Sh te, 

f ge ae: a 

a 

4 ra hg 

meee 

ay 

eels 

- a ‘ SSS $5 t-, 

] ee ee e . ees 

a pe i 

z OP at! ane = m * »¢ gh 

cy oe aos Pe ae 3 oe 

| EATTLE TIMES  ~— % Bis 

5 ae os oe pte 

i Pa) oheye : Bak 

rl . - taki "6 ae, 3 ee 

tg bo aeiuatal : ‘ie “ee 14 i beige. 8 

Pails fe een ua 2 Bee x S Bae: 

fe : wy , Bees Xe 

ey agi : + nea 

- ue, a ; : ee “ r 

| an hee : rt 

a 4 ,) Wie fe ae 7 hae aia 

2h ovee ———— — aa 

bi 2 ‘ a - a ae ee 4 : ete 

: a oe eee ae f i Cee 

i ee eo we ee : ; -_ £ : ace 

ae eta alee % ae 

i i es . 2 baa " 3 2 4 : eo ae 

z oS Siem ork fe ‘ oe ae “ ~ . i Sh 

° e e 2 : oe) aie © ' aol Mie ite 

he — . i ee me ty 

“—_ 7 +. a SS ee € . ae 

i. aa a. ae ge! Ee ‘4 -' : . EY 2 

a es! | ee Se ees mile _» ' SS 

Ps . , : eee “a » So. 2 Ven ee ei 

4 ? Z * j a ™ ‘ as iy a. a: ? ; Ct t A 

¢ 4 ; «, Sea E PA ae a 

" 4 “es, (2 9 ee ee i ; See Ne © fe 2 4 

t— s sa Mere ows ‘ae yes 

. ‘ . ; Tae eee ~~ s: ‘ at ae 

_ bite — ut SD her . ne 

} Py E . yer rp Ae az 

| 2 ™“ | y Se thot ) oe 
“ w ‘ : , ee 

— “Yas ae \ es 3 

: ae. - - « | ee 

j - j ; gal : ‘oa 

| } P Bra” 

| c en 

_ ie ifm 

ae 

ae ae 

a ihe a 

4 ’ iaa 

| 3 ae 

. a 

' | z Bi As 

R ee 

| = SERS 

Fj \ ‘ : a a 
; | ‘ ‘ Pa ae 

: . a ee i 

| Beounes Come a a../ AL 

| Pertecthy Cleaned, », a . on 

| Seve You Tame ond Werk! = / ey 

; ‘ a 4. pr 

i , tag . Be 

. | ag “eee 

7 & pet 

(cages 

ve 

, Lr 4 es 

—— amen Bere 

fia & 4: 

Hei 

ee 

we ie 

Bie 

AT ALL ; we 
7“ 5 y 

b. — Aea les 4 A See 

es. 

re - 

ges, 

Tae Ne 

4 ye mr 

aT 

ie aaa 

ai. 

, 38 

—_ j ‘aed 

“a cae oS acl a : ei Sed 

a a a & 

J Bed th. 

} am rg a 

| : Se 

be 

{ . gulag he x ie 

i 3 | ae mit 

We Fie || ta 

- -— = mae 

= bl a. _ “dN 

See = ee 

se 

eC oats. 

| ec 

: oe wat 

: Peve. 
ile. 

es —— ras ee 

F a ‘aoe Gea 

aver fa eer gh ae eo eee a > eh es eee a toe oer 


ed 


In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


bn ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue | 
National Advertising Representatives: Sawyer-Ferguson-Walker Company * Chicago * Detroit * Atlanta * LosAngeles * San Francisco 


i ar ob ee a | pe: ie ViaSat ie opeerege 5: See) em See Pe ey ee a OS ra 
ia Eat Z a ea ae Pte = eee, 1 ee a > we uae a . 2 Clee 8 Oo ieee ee ee aa 
: ot cs at ; 
-: . . 7 > 
x 7 . 
4 . 
° ™ | 
; (As ee acs ae 7 I 
i : Wes ee aoe +e eo ate ee " ‘ 
3 <i ces See aes oe ae 
: a Pee dl eee we. ae 
‘ < ae Weds |< eit teat nn eee es ie) ee 
. ve Be es Ae 4 i Sr pier a 
i i .. aa Begs ke ace ah roa io “RS? Niecy alae 
Ee eee ee co ea eee SARIS, fa ie alia ai 
By eo ee eee Se ie Reices 
3 cn alee ee tte 2 on SS pee Mee |p Takmaes 
aha ie Mia eee ee a ; f ES a, «Va een 5 
* i ye es, 2) Pane = nie i Sar ek Fe Me ba ae ihe ere. 
- eae ae eet. emer Noe. sa ee ee ee Aco ge ane eee 
ee Fas mee g oe deer ¢ it ; Me Cele! eo oe we aS at ‘ we 
oe: ccMao woes Ege cue Pe eer ae eae ee BEER pace vai 
a ee: eo) Be, plier. Wr tn Yat ae es 3 ee ee > 
a a ee ea ee ce a toe [a oa — 
: ‘i i ee ee Same aaa 8 ba i a ‘ 
- a by ee aon, 4 te : ee 
— ee ll ee — 
: eg my Po foe ee i ee ge 5 : F ce yo - 
hoe Cae ee ee ee Be Bite & ae i 2 ee a 
- ins : = a ce ie ees or ie ae ape See a ; é * Pe ae Fs a t ; Sa 
Ae oe 3 e oe Sc Se So ee Ses a 
, Bans: Gh ine Ag tsi igh oe ts eo a} —s : 3 te SS 3 % Bs, 2 
3 2 Pe a rs OO oo oa eS é ie : 
‘ ‘ Ey ene aaa Oe MMe es” “Saar i ee : ty 
i‘ = “a me ame ad eS er . 8 . ‘ 2 > te : {3 
— a Bic ER ie He co te a Ries ay “ee ss ene a = 
oe : ae ies ia owe eS oe eae eo a ; ire e Sa 
| ae me ee Ce, 3 : a oe 
. - <i ‘ © eee ee t. y : — ee ee: Pee, 
% fut i ial : oe et 3 : ees x cs fam 
ee i, me Bh os ae ON aes ‘; ee : Sa te ei Seas + 
i Py: oe & Rah > s.: ie ‘S = aes co % : 2 3 : 
( é ; Ke ee. WM Se Race ae Mi : 3 t PSY . 32 SA Se 5 “oe ll ’ 
4 4 i 5 rs bi Hee See ee ieee . ; : Se Ps bw Soe el en 
: x “MARR rote SS SS Ss ce ate E “ny EE * ak 
i fe a 2 |} } “ee ree —-_ 820 . P 
ae yl a ‘ ; Se eae i: £ Reragok . Re ae a 
: “= 2 aaa : Z ‘ Ee, Ce = ® or ge “4 : ‘ 
SR 3 Sah ges a a hs “‘* ot Se ore ES = oe — + 
¥ bs e ; bor fac Sl ee & ay 4 ) ee —— pl a <— — : ts Brae eS. eS ty 
Se my ake ‘ &, ay ; Ao , ee F & «Sy a Pest af os  * 
, i Aa YA SS we ae oe ‘ me e : 
; ee § 4 foe ee ea teeny - ye ae : 
i ay ’ - ‘~. i =, . ae ae 
mas? . he F ~ 7 Ps o , ae a ca ee Bas. ca 4 ' 
. i ; poo 
Be ’ Lege 4 a. YY ee - ; ‘: L 
4 > one ae ; 
ve ; ¥ . ’ a . i of ® : 
og J 3 . \ ~ e* ee. d ; f 
§ z= he e ~ inf ',° ~ es \ 
r — ge 4 4 Te 
on . , 
: al : SE 9 > | 
e Ms ~ q 3 % PBR . 
a RS Pee Ns ; geet ay 
B ¢ eye P abe” oe * a : 
a . Lie & 3 - wp : 
_ a Er ‘ >. Bay 
a es — 5A t 7 ; 
* : << } 
+ ae 
2 J 4 2. | ~ - ' 
r} a a . & — ‘ 
ag : < Y ~~ =— Pry: tc j 
“a & : , | 
co & ee SEZ ;. = f \ eh NEEL rere #5 
- — = © , ee _— ee 
a pe ts oe Ra - = £ ' . , e ee 
Bee caw Se > ~ = = ae — = - Sone 
s oie he ; va°% = —¥ Org rex 2 S Ae ee i a eo 4 £ ) 
é : : * Peres ae a —— = ae SW a <— 3 SAL eh 2 ee bs Pe 3 - ae 2 
es = ‘ “= (ii " a ae Oe eh eee sie —— yy’ : 
4 1 =a — eee ae % ¥ ¢ a - a : = ae ‘ 
4 : he om a * ya = : : oN % . * ha ae cee “'- s a ‘) a SS é 
a: * i fj bes fa; .  * “> iin. & wears: ee = Yee 
ah oe 3 wn. £ é . = ; a a 5 Re ee oe — & 
; — wt my FP = a aun ‘oe : oe eee. Meee  —————_—_—_ — 
‘ { sages s é ay =” * esa eae pone eis Bs se <i a 
EY SS tl = pei het “0 a ; = ¥ *, ae = mare en 7 aes. “ 5 5 © Fe mi = 
ria ; > ae oN ¥ >= ~~ = ninnncecs ie 4 LY % oe A 
¢ ; ~~ ~<a — ae < | 
‘ oe y es % . —— a » 
a i. : Fy ics 4 Bae a > > ‘ —=— — : = aa : - | 
4 Teh ss " , < e 7p — a a : 
3 chs Ley ae. Br = al i 3 me. os oe A : { 
: res, 7" a eats % pe . | a ; 
i ee <i>. “4 "4 SS a . | 
i ay: 2 Le - =ts ~ - : 7 f 
“~~, Oe =, > ; me >a —— ' = 
‘ 5 ie ss >_— ~ . = : SS: mae ” ' ‘3 
‘ 4, a ° = md fe 
' ‘ = fear Be Fea lle t- = tie — N vg ee — 
eo: a = F ts ' — oe . ; <4 an + ‘oe 
‘ i Si — an ee = PANY C a 
- oe ~~ “ , ee F ag — oo INS : Me 7 ae ' 
oa os ‘ g. = oe < a = oS 
e- ae t,o oe re x * ~~ — —— i a 
See me te —. o\W s | el ee: 
- we Ping ase = a 4q50° . Coan di, , 
‘ @' a . oo aa ¥ 5 SR oes ay a a = } = 
. an 2 ees <a: )) a 3 «SS os call : esl i tf 
gaa | | — gs Pietiadche: | 
——) ar fe Bulicoo- Ae Bee ‘ | 
1 : eye rg 38 ——— ¥ Ei 4 } 
Pe a: = Re wae ee 
fi ee . : an ee % s ee ae a 
” ee Ret. >. ie : uy, ‘ 
ie cee a) ae 
{ 
e 
G 0 es = a == | 
y — t ’ 
Aes ™ ; ete ; i : nt ines Sa ee? 2 cb a fhetee pce et (ee ares 
ce - ee { “a a, A Lae ee reese ee Bn aie.) in eae eee er “ ar ee?) ee oe ae e 


Ee 


Advertising Age 


Psychology in Picking a Product Name 
Don’t Kill Advertising with Vacuity 
Employers Should Follow the Example of Taft 


Creative Man Gets Saucy About Sauce 


Cheerios Name Tested Psychologically 


By Gorpon A. HucGHes 
Manager, Market Analysis Depart- 
ment, General Mills Inc. 


Selecting a name for a new product is 
one of the most interesting tasks in the 
field of marketing. The accompanying de- 
tailed explanation of the series of 11 psy- 
chological tests used by General Mills to 
name a new cereal was first presented to 
the American Marketing Assn. at its win- 
ter conference, Dec. 28. 


How shall we select a name for our new 
product? 

General Mills approached this problem 
from a strictly research point of view in 
1940 when it was seeking a name for its 
new ready-to-eat oat cereal. Knox Reeves 
Advertising Inc., one of our advertising 
agencies, was largely responsible for the 
interesting and productive research tech- 
nique which was applied in this under- 
taking. 

It was decided that a strictly psycho- 
logical approach was called for, and as a 
consequence a battery of psychological 
tests was prepared and submitted to a 
cross-country sampling of nearly 4,000 
people consisting of housewives in their 
homes and students in widely separated 
universities and colleges. All of the ques- 
tioning was done by personal contact and 
care was exercised to make the individual 
samples for each of the tests as nearly 
comparable as possible. 


e From the hundreds of names tentative- 
ly submitted to us by persons within the 
company and its several advertising agen- 
cies as well as by interested people out- 
side the company, eight were finally se- 
lected. Eleven tests were utilized to se- 
lect the best of these eight names, by 
which the new product was to be known 
thereafter. 

The first test was called a “visual pleas- 
antness” test. In this test, each brand 
name was presented in the form of a 
printed advertisement, and more than 500 
respondents were individually asked to 
vote as to whether that name seemed 
pleasant or unpleasant. 

The second was called an “auditory 
pleasantness” test and was identical with 
the first except that each of the brand 
names was incorporated in a short radio 
commercial, which was put on a record 
and played to the respondents. 


@ Two days later, visual and auditory 
memorability tests were conducted among 
the same respondents who participated in 
the first two tests, to determine which of 
the eight names was best remembered in 
each of the two forms of presentation. In 
these tests the same ads and the same 
commercials were submitted to the re- 
spondents, but with the brand names de- 
leted. 

Tests No. 5 and No. 6 were visual and 
auditory “free association” tests. Here 
the respondents saw and heard the brand 
names out of context and were asked to 
report the first three ideas, in their 
chronological order, that occurred to them 
after seeing or hearing each of the brand 
names. 

The next group of tests was visual and 
auditory “uncomplimentary association” 
tests. Again the brand names were sub- 
mitted out of context, and respondents 


Auditory 


—_ Other Zest Hames 
Gheeri-Oats }) 2 72 4 §. .& 2 


Visual 

Pleasantness 100 52 
Auditory 

Pleasantness 100 41 
Visual 

Memorability 65 100 
Auditory 

Memorability 100 74 
Visual 

Free Association 100 fe) 


35 14 31 #0 92 16 


35 30 5h 10 8 Oo 


24 74 o 47 3 Oo 


7% 80 


435 3% 16 #12 «39? 


Free Association 100 31 61 22 ww 0 4% 
Visual Uncompli- 
mentary Assoc. 83 0 2% 3% S5& 35 66 100 
Auditory Uncompli- 
mentary Assoc. 69 0 21 41 69 10 =79 #100 
Visual 
Name Preference 87 52 61 52 399 0 100 Su 
Auditory 
Name Preference 100 430 ok 0 5 7 6&& 33 
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were asked to report the most foolish and ranked first in six of the eleven tests. It 
uncomplimentary idea that occurred to will also be noted that except for “mis- 
them after seeing or hearing each name. pronunciation” it did not rank lower than 
third in any test. Its low rating in the mis- 
e Visual and auditory “name preference” pronunciation test was not considered too 
tests were submitted to additional sam- serious for two reasons: first, the extent 
ples, with the request that respondents re- of mispronunciation for any of the brands 
port the one brand they would ask for if was negligible; second, the nature of the 
this were the only information they had mispronunciations for Cheeri-Oats wasn’t 
on the product, and the one brand they considered negative. In other words, it 
would be least likely to ask for if this did not appear that the nature of the mis- 
were all the information they had. In the pronunciation would be detrimental to the 
visual name preference test, each brand product itself. (A number of people called 
name was incorporated in a package lay- it Cherri-Oats.) 
out, whereas in the auditory test the name Cheeri-Oats obtained an average rating, 
was read to them simulating a radio com- over all these tests, of 82, substantially 
mercial. higher than the second ranking brand 
The 11th and final test was a “pronun- Cheerios (which was subsequently 
ciation” test. The intent of this was to de- adopted for legal reasons) is only a slight 
termine the extent of mispronunciation variation from the originally tested and 
of each of the eight names submitted. approved name, Cheeri-Oats. Each of 
these names was found to be equally 
s Except for the duplication existing be- workable and both of them have proved 
tween pleasantness and memorability valuable aids in the successful promotion 
tests, each of the succeeding tests was sub- and development of the product. Here is 
mitted to entirely new and different sam- another case where marketing research 
ples of respondents. has contributed to the original develop- 
fhe accompanying chart shows the ment and successful promotion of a new 
equivalent ratings of the various brand product. 
names tested. The brand name in each Cheerios, now on the market less than 
test obtaining the highest score was placed ten years, is currently accounting for 
at 100, and each of the other seven brands about 8% of total volume in the cold 
is related to it as an index. A glance at the cereal market, and is the fourth largest 
chart quickly shows that Cheeri-Oats selling brand. 
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Employe 
Communications 


How to Win Friends 
Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


e THIS department last week presumed 
to suggest to the authors of the free enter- 
prise campaigns that they take a little 
more accurate measure of the competition. 
It is not a competition to be laid by the 
heels with idealistic big talk, by rhetorical 
flights into the stratosphere 

The difference beween the campaign 
of the in-plant communists and the cam- 
paign for the American way is essentially 
this: The latter has no follow-through. 
The communist campaign falls on the f 
quently receptive ears of the wor 
man; the free enterprise campaign f 
on the deaf ears of management, si 
management makes little or no effo 
establish the acceptance of free enterp 
at its own plant levels. 


e For several years the authors of 
department have known two local u 
leaders. Each in his day held high u 
office and acquitted himself with since 
and diligence; both safeguarded the est 
lished rights of their members at 

bargaining table, but both champio 
with vigor and courage the principle 
labor-management cooperation. Wit 
the past year both of them have wave 
in their resolutions and have become 
not party members, confident fell 
travelers. Seemingly without being aw 
of it, they have been cajoled into buy! 
the philosophy of dissension. They 

cheerfully committed to campaigns 
discontent among the members, and t 
have been bought with ready cash and f@t- 
paying jobs. The communists have plenty 
of both to offer. 

Over the years these men have built up, 
on a personal, day-to-day basis, a tre- 
mendous following among their fellow- 
workers. Their leaders have been publicly 
branded as either communists or fellow- 
travelers, dedicated to the overthrow of 
our government, yet today these leaders 
are increasingly regarded as martyrs 
whose vindication must be achieved. To- 
ward that end the ex-union leaders, now 
skillfully stooging for the opposition, are 
contributing their powerful influence. 


@ The industry toward which this pene- 
tration is aimed has had much trouble in 
the past; it is slated for even more in the 
future. 

Let no one in the field of communication 
think that this sort of competition can be 
met simply through the printed word. The 
appeals for cooperation, production and 
speed are all right as far as they go, but 
industrial management must go the rest 
of the way. The opposition is moving into 
the king row. 

A classic example of management's 
callous indifference to the danger was to 
be noted in Chicago only a short time ago, 
when many hundreds of business men 
jammed the banquet hall to hear the 
views of Senator Taft, regarded by many 
as the ablest of our legislators. Nine out 
of ten of those who packed the hall had a 
good general idea of what the senator 
would say; nine out of ten were aware 
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that they would be in enthusiastic agree- 
ment. They listened, applauded wildly 
(Taft was even informally nominated for 
President) and went away enthralled. 


@ They might well have taken a cue from 
the speaker they idolize. The good senator 
owes his reelection not to speeches made 
to sympathetic audiences. He owes it to 
his unrelenting insistence upon speaking 


to groups that didn’t agree with him. He 
refused to let anyone carry his burden, 
and insisted upon carrying his own. He 
had something to say to his people, and 
he said it himself in his own words. He 
had 4 problem, and he licked it virtually 
alone. 

His beaming listeners among the bus- 
iness men, so warmly in accord, should 
do half as much. 


The Eye and Ear Department 


Comment and Criticism on Radio and Television Shows 


To a great extent, the period from 7 to 
8 on TV is like it used to be many years 
ago in the movies—in those dear dead 
days beyond recall when the double- 
feature and the continuous performance 
had, like the atom bomb, still to be dis- 
covered 

When you arrived for the first show— 
at 7—you 
got your- | a... 
self set for 
a newsreel, 
a comedy, 
an episode 
from a ser- 
ial and ei- 
era trav- 
og or an 
ucational 
m. (Any-— 
rdy re- 
ember 
izma Pic- 
res—in 


John Conte 


at’s what 
u seem to get between 7 and 8 on TV 
ese days. Short bits. Inexpensive pro- 


ductions. And not always good. Fortunate- 
ly, short bits that aren't always good are 
much preferable to one-hour super-pro- 
ductions that stink. 

Alternating in the 7:30 to 7:45 time 
slot with Roberta Quinlan on NBC-TV is 
“The John Conte Show,” on Tuesdays 
and Thursdays, for Stokely-Van Camp. 
John Conte hasn’t a bad voice and the 
Honey Dreamers harmonize pleasantly 
enough. It’s the idle chatter between 
numbers that’s hard to take. Like most 
of these capsule variety shows—including 
Roberta Quinlan—“The John Conte 
Show” suffers a sort of pernicious anemia. 
It’s like trying to play the 1812 Overture 
on the ocarina. Just a little thin. 

The commercials stack up fairly well. 
A housewife shows you easy dishes you 
can throw together with Van Camp's 
pork and beans—and how little time it 
takes. Nobody tastes ‘em and _ says, 
“M-m-m-m!” That's enough to recom- 
mend them to this reviewer. Anything he 
can’t take is somebody who tastes some- 
thing on TV and then tries to register 
enjoyment. Pass the pork and beans— 
Van Camp's, please! 


D. Woolf Talks Salesense in Advertising... 


Too Much Vacuity in Advertising 


— D. Woolf, one 
advertising's great- 
em copywriters, and 
former vice-president 
of J. Walter Thomp- 
son Co., is writing this 
monthly series of 
copyrighted  discus- 
sions on tested ideas 
and basic advertising 
principles. While the 
series is aimed primarily at the small busi- 
ness man who may be a neophyte at ad- 
vertising, AA readers will find instruction 
and entertainment in Mr. Woolf's cogent 
discussions and sidelights on advertising 
successes 


Whether or not we get into an official 
shooting war with Russia and Red China, 
it is already clear that we are in for an- 
other commodity famine. Merchandise of 
all kinds will be scarce and of lower qual- 
ity. Non-military industries will be af- 
flicted with acute manpower shortages. 
Right now business in many lines, and es- 
pecially the unfairly treated small enter- 
prise, is frantically combing the so-called 
“gray market” for vital materials. 

It seems obvious that advertisers will, 
soon or late, be up against the same prob- 
lem they faced during World War II. 

I have just completed a two-day ex- 
amination of more than a hundred maga- 
zines and newspapers that were published 
during and immediately after the war 
years. In a large number of instances, both 
national and local advertisers had little 
or nothing to sell. But—wisely, I think— 
they believed it was needful to keep their 
trade marks and store names alive in the 
consciousness of the consumer. 


Banality, Bad Taste, Clamor 

But I failed in my examination to see 
much wisdom in the way they did it. 
World War II, in so far as commodity ad- 
vertising was concerned, will (or ought 
to) go down in history as The Vacuous 
Age. It was during this period that what 


vacuous. Marked by, or indicative 
of, mental vacuity, or lack of 
ideas or intelligence; without 
substance; dull; stupid; inane. 
WEBSTER'S. 


has come to be known as “entertainment 
copy” blossomed forth in full flower. Hon- 
est photographs gave ground to imbecilic 
cartoons. Prose copy, written in terms of 
dignity and good sense, yielded to foolish 
and frivolous jingles. In many advertising 
illustrations the American people were 
portrayed as morons, laughing like hyenas 
over God knows what in those sad and 
troubled times. 

Even prior to Pearl Harbor The Vacuous 
Age had begun. No less an authority than 
James Webb Young, senior consultant to 
the J. Walter Thompson Co., gave it 
straight to 600 advertising leaders in con- 
vention at Hot Springs, Va., in November, 
1941. Young told them that much of the 
public’s repugnance for advertising was 
based on “its banality, its bad taste, its 
moronic appeal and its clamor.” 


e As everybody knows, the War Adver- 
tising Council, which all started with 
Young's speech, made a thrilling contribu- 
tion to the war effort. But I fail utterly to 
get a thrill out of my examination of the 
commodity advertising that was inflicted 
on the American people during these same 
tragic war years. 


Advertising Age, February 19, 1951 


Journal. For it certainly sells meat. 


Us skeptics? 


The Creative Wan’ Corner 


The American Meat Institute should willingly share the cost of this mouth- 
watering ad for steak—appearing in four colors in the February Ladies’ Home 


The carping old critic who writes these words, however—and who likes his 
steak “as is’—wonders just how much good the R. T. French Co. gets out of 
it. Undoubtedly the boys already sold on sprinkling French’s Worcestershire 
sauce on their steaks will find this a hearty reminder to keep on doing so. But 


FRewcn’s wWORcesTERSuIne savuee 


what about this reader? What about the 7,000,000 people who become 21 every 
year? What about just the normally skeptical? 

TONIGHT... (says the headline, as anybody can see) ...A BIG, JUICY STEAK 
AND FRENCH’S WORCESTERSHIRE SAUCE! For whom? Us “as is” fellers? Us 21-ers? 


No, sir, Mr. French—take away that bottle. This meat-eater likes his steak 
rare and by itself. Can’t see the sense of putting anything on it to interfere 
with that wonderful beef taste. Of course, The Corner will confess to an occa- 
sional bit of salt. But he’s been brought up on salt. His mother never used 
French’s Worcestershire sauce. As for his father—well, as any number of 
readers have suspected, he never had a father. .. 


Only a few advertisers made a sincere 
and unselfish attempt to be of real serv- 
ice. Neither educative nor persuasive, in 
the matter of helpful product information, 
was what Young called “the greatest 
means of mass education and persuasion 
the world has ever seen.” 

My examination reveals only a hand- 
ful of ads that contributed anything to the 
confused consumer’s understanding of 
how to survive, with a reasonable degree 
of health, comfort, and solvency, during 
the commodity famine. 

A great deal of so-called “institutional” 
advertising achieved new heights of vacui- 
ty during the commodity famine. It is dif- 
ficult to understand how it contributed 
much of value to the war effort, and it is 
hard to believe that it was in any substan- 
tial way a helpful service to the harassed 
American people. 

Equally vacuous and non-helpful, of 
course, is what Jim Young referred to as 
“banality,” and here I refer to the smart- 
alecky drivel that was so much in vogue 
during and after the war years. 

I suggest the following War Credo for 
Advertising Men: 


War Credo For Advertising Men* 
I believe I should try resolutely to make 


advertising wholly worthy of the nation’s 
respect. 

I believe I should strive to produce ad- 
vertising that will truly benefit the peo- 
ple. 

I believe advertising that fails to benefit 
the people will fail to benefit the war ef- 
fort and fail, in the long run, to benefit 
the advertiser. 

I believe that, considering the desperate 
nature of the crisis ahead of us, I cannot 
in good conscience write or condone vacu- 
ous advertising. I believe that every piece 
of commodity advertising I write must im- 
part useful and sensible information. 

I believe that at all times, but especially 
during our tragic fight for survival, there 
is no place in advertising for buffoonery, 
frivolity, vaudeville, inanity, clamor. 

I believe in profitable advertising, and 
because I believe in profitable advertising 
I believe in copy that is genuinely help- 
ful, clean, honest, dignified, decent, and in 
good taste. 

I believe, in short, that beginning right 
now advertising must be—far more than 
it has been in the past—100 per cent a 
faithful servant of the people. 

*An adaptation of the Credo written by George 
French for the National Vigilance Committee, 


Associated Advertising Clubs of the World, in 
1914. 
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| COMPANION’S BIGGEST YEAR IMPRESSES MEDIA CHIEF... 


iq Walter Smith of Biow hears of record advertising increase 


4 1950 was a BIG year for the COMPANION. Listen to the success 
. story which COMPANION representative Matt Jennings is telling 
Walter Smith, Vice President and Director of Media of The 

Biow Company: 


The COMPANION carried 38% more pages of advertising 
last year than in 1949... setting a new all-time COMPANION high 
in advertising revenue. Most important, this increase is only 
the latest report on the COMPANION’S continuing advertis- 
ing growth. 


Today, join the swing to the COMPANION and tell your sales 
message to its big, young, vital, rich market. 


COMPANION LEADS 4 WAYS 

An independent readership study* shows that among the four lead- 
ing women’s service magazines, out of every thousand families, the 
COMPANION reaches: 

1. MOST “young marrieds,” age 21 through 35 

2. MOST families earning from $3,000 to $10,000 

3. MOST families with children 

4. MOST children per family 


"Conducted in 136 scientifically selected cities and rural areas by Stewart, Dougoll 
ond Associates, foremost research organization. 


—( OMPANIO 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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Campbell-Ewald Co. Celebrates 40th 
Anniversary of Continuous Service 


(Continued from Page 1) 
kitchen table, two kitchen chairs, 
$3,000 in cash and a faith in De- 
troit, the auto industry and the 
future of the agency business. 


e Henry Ewald was 26 at the 
time. He was born and reared on 
Detroit's East Side in humble sur- 
roundings. While still attending 
school he delivered papers, sold 
coffee and acted as a messenger 
boy for a local clothing store. 

At the age of 14, after a year at 


the old Central High School, he 
abandoned formal education to 
take a job with the Detroit & 


Cleveland Navigation Co. He grad- 
uated 30 years later with an honor- 
ary diploma 

When he was 19, he founded the 
Detroit Adcraft Club and acted as 
club secretary for about seven 
years. “There was no pay in- 
volved,” he explains. “I did it be- 
cause I enjoyed organizing and 
getting together with advertising 
men.” 

The Adcraft Club exerted an im- 
portant influence on the youthful 
Ewald At the club meetings, he 


CECO FOUNDERS AND NEWEST EMPLOYE—The founders of Campbell-Ewald Co. 
" in 1911 look over some of the telegrams received on the agency's 40th anniversary. 
* Henry T. Ewald (left), president and board chairman of Ceco, and Frank J. Compbell, 
_ co-founder who retired in 1917, read a few of the numerous congratulatory messages 
; over the shoulder of Mary Ann Carney, Ceco’s newest employe. 


met his future partner, Frank J 
Campbell, and the dean of auto- 
motive advertising managers, E. 
LeRoy Pelletier, and E. St. Elmo 
Lewis. 


e By the time he was 20, Ewald 
had become ad manager of the D 
& C Navigation Co. About ten years 
later, Pelletier, who had _ been 
Ford's ad manager, was appointed 
advertising manager of Studebaker 
and he wrote to Ewald asking him 
to come to South Bend as his 
sistant. 

Ewald considered the offer for 
some time before he accepted. “It 
was the first time I had ever been 
away from home,” 
a wry smile, 
to take the job.” 

Studebaker had agreed to take 
over sales of the E.M.F. 
ders autos, but the cars did not 
move as quickly as the contracting 
parties had hoped. 
ensued. Pelletier moved back to 
E.M-F. and Ewald went with him 
to Detroit 

“The lawsuit developed into 
quite an important court fight,” 
Ewald told AA, “and I had to work 
hard collecting evidence—I re- 
member working 24 hours a day at 
times.” 


iSs- 


he 


e During the period that Ewald 
was interning at South Bend, 
Frank J. Campbell was moving up 
in Detroit ad circles. Formerly ad 
manager of the Pontiac Press-Ga- 
zette, he had opened an office in 
Detroit under the name of Camp- 


recalls with | 
“but I finally decided | 
| United 


and Flan- | 


A legal battle | 


bell Advertising Service. | 
Campbell operated on a _ fee 
basis—since Detroit papers paid 
no commission on retail accounts 
—and turned out newspaper copy, | 
direct mail letters and similar ma- | 
terial for local retailers. One of the | 
first accounts was Cunningham 
Drug Co., now the city’s largest | 
drug chain, although Cunningham 
had only two stores at the time. 
“Frank Campbell was a good re- 
tail adman, writer and contact 
man,” Ewald says, “and he asked 
me to join him in opening an agen- 
cy. He picked me as his partner,” 
Ewald emphasizes, “and I was im- 
pressed that he had asked me.” 


es Campbell’s direct mail pieces 
had attracted the attention of Al- 
fred P. Sloan Jr., then general man- 
ager of Hyatt Roller Bearing Co., 
and Sloan asked Campbell to 
handle Hyatt’s promotion, for a 
$100-a-month retainer fee. 
When Campbell-Ewaid Co. 
opened shop, Hyatt was the new 
agency’s first account (and today, 
after 40 years, Ceco still directs 
advertising for Hyatt, now a Gen- 


eral Motors division). 

Getting the youthful agency 
started required hard work, and 
a good bit of midnight oil. Ewald, 
Campbell, Sloan and Harry T. Car- 
roll, Hyatt ad manager, spent 
many evenings working out plans 
and details. As a result of the 
meetings, Sloan and Ewald became 
close friends. 

Slowly, the work began to pay 
dividends. By 1914, the agency 
served Modine, Remy-Electric, 
Parrett Tractor, Advance-Rumely 
Thresher, Oliver Plow and Holly 
Carburetor, as well as D & C 
Navigation and Hyatt 


the next few years, Ceco 
United Motors Corp. and 

Motors Service, Dayton 
Engineering Laboratories, Delco 
—then headed by Charles F. Ket- 
tering—and Hudson Motor Car Co. 

The years of the first World 
War saw Campbell-Ewald Co. 
(Frank Campbell retired from the 
agency in 1917 and Ewald became 
president, as well as board chair- 


ein 
added 


Advertising Age, February 19, 1951 


CAMPBELL-EWALD CO. ‘VIPs’—At the 40th anniversary meeting of Campbell-Ewald 
Co., top brass of the agency gathered for this group photo. Standing (left to right) 
are Edward E. Rothman, vice-president and generai manager; Frank W. Townshend, 


vice-president; 


Lawrence R. Nelson, vice-president, 


secretary and treasurer; R. F. 


Field, vice-president; and W. Colin Campbell and Halsey Davidson, vice-presidents. 


Seated (left to right) are L. T. R 


; W. H. Case, vice-president 


Pp 
and eastern manager; J. J. Hartigan, vice-president and media director, and E. W. 


td, 


Clements, vice-p and 


Ceco in 1920. 

The same year, Alfred P. Sloan 
became vice-president of General 
Motors. 

Buick came into the house late 
in 1920. 

General Motors institutional ad- 
vertising, Oakland Motor Car Co. 
(later Pontiac), Oldsmobile and 
Cadillac went to Ceco in 1921. 

Chevrolet, General Motors trucks 
and New Departure Roller Bear- 
ing appointed Campbell-Ewald in 
1922. And, a little more than a 
decade aiter Ceco opened its doors, 
it ranked among the five largest 
agencies in the country. 

Handling advertising for Gen- 
eral Motors’ far-flung empire, its 
five passenger car divisions, the 
truck divisions and a score of parts 
and accessories divisions presented 
Ceco with a challenge and an op- 
portunity. Under Henry Ewald, the 
agency wrote some _ important 
chapters in the history of the auto- 
motive business. His faith in the 
industry had been justified. 


es “We have never had a contract 
with Hyatt, nor with a General 
Motors account,” Henry Ewald will 
tell you. “Our only objective has 
been to serve and to work with our 
accounts so closely that there is no 
perceptible dividing line between 
the clients’ ad departments and ovr 
agency. I can’t tell you how far an 
agency should go in serving its ac- 
counts. I don’t believe that there is 
any limit which applies to all— 
or even the majority—of an agen- 
cy’s accounts.” 
Campbell-Ewald has, 
carried its client 
rather far. 


at times, 
service concept 
In the early ‘20s, for 
example, Ceco set up a “travel 
service” for the Chevrolet account, 
with six college graduates, under 
W. R. Ewald, H. T.’s brother. 

Purpose of the “travel service” 
was to help Chevrolet dealers work 
out publicity, public relations and 
local advertising programs and to 
check 24-sheet posters. The staff 
advised dealers on the proper ap- 
proach to newspapers and out- 
door companies and the techniques 
for getting /maximum value for 
promotion dollars. 


the travel service staff 
expanded from six to 44—all 
equipped with automobiles—in- 
cluding six regional managers (to 
parallel the Chevrolet sales or- 


es In time, 


man) engaged in Liberty Loan| 
drives, Red Cross campaigns and | 
similar efforts in cooperation with | 
the government. 

With the end of the war, Ceco 
established research and direct 
mail departments and could count 
66 clients in the shop (including 
the handful with which it had 
started in 1911). 


e For the next few years, the 
agency progressed rapidly. Ford- 
son Tractor and Kresge appointed 


ganization). 
R. H. Grant, then Chevrolet sales 
manager, pupil of Patterson of Na- 


| tional Cash Register and devotee 


of organized salesmanship, sug- 
gested that the travel service also 
handle other General Motors di- 
visions. As a result, the staff serv- 
iced Buick and Pontiac as well as 


| Chevrolet. 


The field organization also was 
used as a field research group. 


Staffers spent time in auto show} 


rooms when new models came out 


dae £ 


ger of Ceco’s Chicago office. 


and “collected” comments made 
by visitors. In addition, travel 
service men made monthly busi- 
ness reports on their areas, similar 
to those now published by several 
business publications. And they 
checked outdoor poster locations 
(a job since taken over by the 
National Outdoor Advertising Bu- 
reau). 


se At its peak, the travel service 
budget ran to $200,000 a year. 
Since Campbell-Ewald felt that 
the service was an aid to the agen- 
cy in serving clients, no clients 
were ever billed for any part of the 
expense. 

The business pace was fast in 
the '20s. But Henry Ewald and his 
team found time to tackle addi- 
tional problems and work out solu- 
tions for them. 

Because of the chaotic condition 
in the outdoor advertising industry, 
for example, Ceco found it impos- 
sible to place outdoor advertising 


portant “firsts” was the establish- 
ment—in cooperation with R. H. 
Grant of Chevrolet—of a compli- 
cated bookkeeping and budgeting 
system for dealer cooperative ad- 
vertising. It has since been 
adopted, in principle, by many 
other motor car manufacturers. 

| Grant’s philosophy of organized 
|salesmanship called for split-sec- 
ond timing—the ability to make all 
gears of the sales and advertising 
machine mesh smoothly. Without 
|a control system for dealer co-op 
ads, he and the agency found this 
| difficult. 


s Result of conferences between 
Chevrolet and Ceco was the evolu- 
tion of a new co-op ad record sys- 
tem. The individual records are a 
combination of a schedule, jour- 
nal and ledger. 

Chevrolet collects a _ given 
amount from each dealer on each 
car delivered to him. At the end 
of every month, Chevrolet furn- 
ishes the agency with a report on 
the number of cars delivered to 
each dealer and the amount of 
money collected. 

The data then is entered on the 
dealer records as credits or de- 
posits to their accounts. While a 
dealer cannot draw checks against 
his account, Ceco schedules and 
orders advertising for him in me- 
dia selected by the dealer. When 
space or time is ordered, the cost 
is then charged against the deal- 
er’s account. All of the accounts 
are balanced each month and trial 
balances are checked against 
Chevrolet's control account, and 
are always available for dealers’ 
examination. 


e The record system, now more 
than 25 years old, would probably 
cost many thousands of dollars to 
duplicate, and it is, in part, re- 
sponsible for the fact that 63 of the 
agency’s 280 employes in Detroit 
are in the accounting department. 

By 1929, Ceco serviced nearly 
100 accounts, had 669 people on 
the payroll, occupied 39,000 square 


POLICY COMMITTEE MEETING— Seated facing Henry Ewald in a policy and opera- 

tions committee meeting are (left to right) L. R. Nelson, vice-president, secretary 

and treasurer; J. J. Hartigan, vice-president and media director; J. H. Neebe, vice- 
president; H. G. Little, executive vice-president, and R. F. Field, vice-president. 


on a national basis. Henry Ewald 
spearheaded a drive 
sulted in the establishment of the 
National Outdoor Advertising Bu- 
reau, a service organization which 
permitted ad agencies to schedule 
poster campaigns with the assur- 
ance that they could get what they 
wanted, at the proper time, and at 
standard rates, with proper check- 
ing of locations. 

For 18 years, Henry Ewald 
served as board chairman of 
NOAB. Last spring, he was elected 
honorary chairman. 


s In addition to preparing adver- 
tising and publicity campaigns for 
the various General Motors cars, 
which were exhibited at the pop- 
ular national automobile shows, 
the agency also worked out ; 
planned publicity program for the 
annual General Motors Spring 
Showings. Six members of the 
publicity department visited the 
cities on the itinerary, handling 
publicity and promotion details. 
One of the agency’s most im- 


~ 


which re-| 


| feet of floor space in the main of- 
fice and maintained branches in 
New York, Chicago, Los Angeles, 
Portland, San Francisco, Lansing, 
Dayton, Dallas, Paris, Sydney, 
Toronto and Montreal. 


@ On Oct. 24, 1929, the stock mar- 
ket collapsed. 

Production of all types of goods 
slashed 


was Advertising ap- 
propriations were cut back dras- 
tically. National income plum- 


meted. Millions were unemployed. 
Like other agencies, Campbell- 
Ewald Co. was hit hard. But Henry 
Ewald’s sound, conservative busi- 
ness policies began to pay divi- 
dends. The travel service was 
abandoned and appropriations of 
the various General Motors divi- 
sions were cut, but Ceco acquired 
a new account—Fisher Body. 
The agency took steps to 
weather the depression and re- 
solved to curtail operations only 
where necessary—and to expand 
them wherever possible. In addi- 
tion, Ceco decided to keep its key 
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CAMPBELL-EWALD PLAN BOARD—Ceco’s 
plan board, shown discussing paig 


eccount executive advisory committee and 


(left to right) John 
3 'L. T. Robi 


Terns, senior copywriter and vice-presid 


vice-president and head 


of the copy department; Halsey Davidson, vice-president; R. F. Field, vice-president, 
and W. H. Case, vice-president. 


personnel intact in order to be 
ready for expansion at a later 
date. 


e Campbell-Ewald won a host of 
advertising awards in those dark 
years and H. T. Ewald was elected 
board chairman of the American 
ssn. of Advertising Agencies. 
On Feb. 14, 1933, all Detroit 
banks closed. But Ceco rushed 
money from New York, by bor- 
rowing on Ewald’s personal insur- 
ance policies, paid all employes in 
cash and maintained the agency's 
record of never missing a payroll 
and never missing a discount—a 
record, incidentally, of 
Henry Ewald is justifiably proud. 
Moreover, Ceco assisted Fisher | 
Body in inaugurating the Fisher | 


Body Craftsmen’s Guild and help-| 


ed Chevrolet organize and promote 
the tremendously popular Soap 
Box Derby. 

In 1934 and 1935, General Mo- 
tors instituted its policy of de- 
centralized control. In line with 
its new policy, the various GM 
division accounts were split up 
among several agencies, with Ce- 
co retaining Chevrolet, the parts 
and accessories accounts, the Gen- 
eral Motors radio program and the 
company’s institutional advertis- 
ing. 


e In 1937, Stran-Steel division of| 
Great Lakes Steel Corp. appointed | 


Ceco. A year later, the agency 
hendled the Automobile Manu- 
facturers Assn. used car pro- 
gram. In 1939 and 1940, Chevrolet 


won first place in car sales. In, 


which | 


1941, Campbell-Ewald made its 
television debut in connection with 
the Hat Style Council promotion. 

The war years brought new 
problems to the agency—and new 
opportunities. Ceco developed de- 
fense campaigns for General Mo- 
tors (including the “Reports from 
the Production Front” series), a car 
conservation service promotion for 
Chevrolet, and similar advertising 
for such accounts as Burroughs 
Adding Machine Co., Stran-Steel, 
National Steel Corp., Weirton Steel 
Co. and others. 


s In addition, H. T. Ewald devoted | 
| his efforts to an impressive list of | 
| charitable, civic and patriotic ac- 
tivities, including the various bond 
drives, the Committee for the 
Army War Show, the American 
Red Cross, the Community Fund, 
| Salvation Army, British, Chinese 
and Finnish relief, Percy Jones 
Hospital for wounded veterans 
and many others. Scarcely any 
drive of this type is undertaken in 
Detroit in which he is not con- 
sulted. At the present time, he is 
quite interested in the American 
Committee for a United Europe. 
He also is head of the Michigan 
chapter of the Arthritis & Rheu- 
| matism Foundation. 

With the end of the war and re- 
| conversion, the agency turned its 
efforts to promotion of postwar 
products. At the same time, Henry 
G. Little was appointed general 
manager and later executive vice- 
president. 

Like Henry Ewald, Little has 

(Continued on Page 60) 


GET FACTS NOW ON THE WEEN AUDIENCE PROFILE SURVEY 


survey families earn $5,000 to $10,000 
survey families earn more than $10,000 


in survey families are college graduates 


of survey house dwellers are home owners. 


FACTS PROVE atl 


SEND FOR YOUR WFLN 
AUDIENCE PROFILE 
STUDY NOW... 


Pinpoint your select morket advertising in 
Philadelphia to the power-packed audience 
covered by Philadelphia's FIRST station for 


fin 
Complete facts ~ 


on 46.6% re- 
turn from 3776 
mailed 71-ques- 
tion question- 
naires. now 


95.7 
MEGACYCLES Fm 


FOR TIME AND RATES WRITE 


GET FACTS 


NOW ON THE WEEN AUDIENCE PROFILE SURVEY 


music and news. Pulse count (July 1950) 


estimates 90,000 listeners. Program Guide 
sales show increase of 40% since July 1. 
Survey respondents report 22.5 hrs. average 
weekly listening time. Survey audience facts 
available on Banking, Insurance, Auto- | 
motive, Vacation, Travel, Retail Buying, etc. | 


DEPT B 
PHILADELPHIA 28 


ms 


N 1950 as in other years, both the men’s 
wear and the women’s wear store adver- 


tisers of Detroit decided that The Free Press 
produced better results for them, and said 
so with a major portion of their linage in 
this newspaper. 


Of the six retail women’s wear stores 
using over 150,000 lines in one paper, five 
of them used more space in The Free Press. 


Of the three retail men’s wear store 
accounts using over 140,000 lines in one 
paper, two of them used more space in The 
Free Press. 


Reasonably we believe you can accept the 
judgment of these on-the-spot and impor- 
tant retailers in the use of their Detroit 
advertising and go and do likewise in 1951. 
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PHOTOGRAPHIC jg 
REVIEW 


NG NEY 


EWYT 


LEWYT LEARNS—The man with the brush is Alex Lewyt, head of 
the Lewyt Corp., Brooklyn, N. Y. He's getting a few pointers on 
the art of sign posting from Frank Pesveyc of Public Service of 
New Jersey, president of the Northern New Jersey Sales Execu- 
tives Club; George Wendle, vice-president and general manager 


INVENT MAKts 
VACUUM CLEANER 
EEPER, TOO! 


of United Advertising Corp.; Thomas Waldron, vice-president, 
United Advertising; and Charles V. Goebel of Outdoor Adver- 
tising Inc. The poster went up at a Northern New Jersey SEC 
meeting at which Mr. Lewyt spoke. His company this year is 
using a national outdoor poster showing for the first time. 


NEWS FROM HOME-Arrival of Advertising Age in Japan pleases these Chicago 
admen, members of the 437th Troop Carrier Wing, the first Air Force Reserve wing 
recalled to active duty. Left to right are Lt. John Washburne, Jay & Graham Research; 
Lt. Joe Parkin, Morris F. Swaney Inc.; T/Sgt. Marvin Brand, J. Walter Thompson Co.; 
Capt. Charles McCann, Ruthrauff & Ryan; and Lt. Cloude Reebie, Leo Burnett Co. 
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SPRING IS HERE—With the baseball season just cround the corner, Carl W. Baden- 

hausen (right), president of P. Ballantine & Sons, Newark, and Henry Gorski (left), 

Ballantine's advertising manager, discuss plans for radio-TV coverage of the Phila- 

delphia Phillies with Eddie Sowyer, manager of the 1950 National League champions. 

This year, in addition to the Phillies games, Ballantine will sponsor broodcasts of 
the New York Yonkees, Philadelphia Athletics and Boston Braves. 


SYLPH-CONFIDENCE’—That’s what H. W. Gossard Co. says its 
Narroline gives. This color spread, scheduled for the Feb. 26 


issue of Life, is part of Gossard’s stepped up campaign in fash- 
ion magazines and Sunday newspapers. 


; - 
et I~ auseican paiey association 
‘20M. Wacker Brive - Chicage 6 Mf - “Vee of the Duty Farmer” 


St. Louis; Kenneth T. Hurst, Hutzler Advertising Agency, Dayton; 
John F. Fellay, Mace Advertising Agency, Peoria (which was the 
host agency for this meeting); and Homer Gentry, Merrill Kremer 
Inc., Memphis. 


GABFEST“It's soft chairs for all except the host at the recent 
regional meeting of the National Advertising Agency Network 
in Peoria, Ill. Left to right are Fritz Lindstrom, Hoffman & York, 
7 Milwoukee; Kenneth J. Bayer, Oakleigh R. French & Associates, 


BOOSTER—The March issue of Ladies’ Home Journal and the April 1 issue of 
The American Weekly will carry this color ad for the American Dairy Assn. Copy, 
in the form of a recipe card, shows how to make the four dishes illustrated. 
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MEDIA RECORDS | 
TOTAL ADVERTISING of the First Fifty NEXSPAPERS 
(Both Six Day and Seven Day) 
As measured by Media Records, Inc. 
Year = 1950 
Lines 
1. Milwaukee Journal (E & S) 44,649,859 
2e Chicago Tribune (M & S) 43,179,051 
3. Los Angeles Times (M & S) 39,831,792 
4e New York Times (M & S) 39,574,371 
5. Washington Star (E & S) 38,854,833 
6. pDetroit Neus (E & S) 
i 7. Baltimore E & S) 
E 8, Her 8 ; 
9. Mf PP&ledelp (M & 
10, on Chgfon S) 
| mm 
= 11, New York News (M & S) (See Note) 3868, 
i 1 llas Jires-Herald (E & S) 34,9325, 888 
ew Orl@ans Times Pica &gptates (M&S) 349253 ,109 
1 1 d i ler (@& 32,147,83 
1 a (E @s) 810,9 
16, ea fol #s Tribulliag ( 625,5 iz 
17, St. Louis Pos patch (E&S 937758 
18, Philadelphia Bulletin (E & S) 30,376,137 
1 llas News §™ & Ss) 30,293,524 
2 29,620,490 
| ° li f) 9 H 
M 22. Toledo Blad 
£ 23. Newark News (E & S) 29 
i 24- Atlanta Journal & Constitution (E & S)(SeeNotd28,906 B24 i 
2 25. Birmingham News (E & S) 28,777,843 . 
é é 
oO o 
H g 
D 
s 


| 
| 
| 
| 


Cincinnati uire 
32. Onkland Tribune (E & S) 


, , 
Toronto Star (E) 25,811,797 
33. Denver Post (E & S) 25,519,911 
: Standard Sunday(E&S) 25,210,016 


Washington Post (M & S) 
San Francisco Examiner (M & S) 
45 Baltimore Amcrican & News-Post (E & S) 


23 JDC pa 
22 832,528 


46. Fort Worth Star-Telegram (E & S) 22,709,717 
47, Nashville Tennessean (M & S) 2253425915 
48. New York Herald Tribune (M & S) 22,271,458 
49. Youngstown Vindicator=Telegram (E & S) 21,935,298 
50. Boston Globe (M & S) 21,871,884 


New York News linege includes 7,515,971 lines of spli 


ferun advertising, 


Journal Sunday and Constitution Sunday last publication May 28, 1950, 
Merged as Journal & Constitution Sunday June 4, 1950, 
All Pittsburgh Papers on strike from Oct. 2 to Nov, 17, 1950, Incl. 


MEDIA RECORDS- 
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Tr The ONLY Newspaper 


fi\1) 
|| | in Wisconsin offering ALL of 
||| these services to Advertisers 


70°. Dealer Tie-in Guarantee on Gro- 
| | cery items— Twice Weekly Dealer 
| Contacts —- Up-to-Date Grocery, Drug 
| | and Liquor Route Lists. An Annual 
! Consumer Buying Habit Study with 
| || Store Distribution Check! 
iI}||; For 
| 


WE ARE REALLY GROWING! 


information about APPLETON, 
Wisconsin as an ideal Test Market 
|| and more details about our promo- 
i », tion plan 


$1,070 


(1950 Preliminary Census) 


) WRITE — WIRE —- PHONE 4th LARGEST (and darn near the 3rd Largest) 
COLLECT 
General Advertising CITY ZONE MARKET in WISCONSIN! 
Department 


| 


APYLETON 


meng RC tees ae 
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*, Apple Growers Told to Let Their Agency 


Decide What Media and Themes to Use 


Wenatcuee, WasH., Feb. 14— 
Leave the selection of advertising 
| media and copy to the agency. 

That’s the recommendation of 


APPLETON’S ABC City Zone Market Now | Stanford Research Institute after 


|a three-week study of the adver- 
tising program of the Washington 
State Apple Commission. The 


study was made by Lewis W. For-| 


man, marketing specialist for the 
institute, whose preliminary study 
said there was no reason to un- 
dertake a large-scale study of the 
commission's advertising and pro- 
motion program. 

In particular, it commented: 

“Hundreds of thousands of re- 
search dollars have been spent 
annually over a period of years by 
advertisers, their advertising agen- 


3; | cies, and advertising media in 


| studying these subjects (evaluat- 
ing specific advertisements and 


NEW YORK + BOSTON © 
+ MINNEAPOLIS + 


AMOS 'n' ANDY, America's premiere comedy team, 
although new to the sponsorship of Rexall Drug 
Company and the 10,000 Rexall Druggists, are 
known and loved throughout America. Part of the 
CBS Sunday night lineup, the Amos 'n' Andy show 
is one of the country's most-listened-to radio 
programs and it is bringing new business weekly 
to independent Rexall family druggists. 


offer? 


machine offer ever." 


SELF-—SELLING 


SET THE MOOD in Kodachrome. Introduce pen-and- 
ink sketches for details. Let copy describe 
shipboard fun under tropic skies; close with 
"Cruise to Hawaii on the new Lurline." This 
happy combination of elements has made Matson 
Navigation Company advertising lead all travel 
advertising for the past two years—in attention 
and readership. By BBDO San Francisco. 


BUFF ALe 


SAN FRANC ISOO + 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 


Advertising 


ITTSBU RGM + CLEVELAND * DETROIT 


HOLLYWOOD * LOS ANGELES 


HOW CAN YOU put some new zest into a free-trial 
A bit of daring makes Clary Multiplier 
Corporation's "the most convincing adding- 

If, during a week's trial, 
an operator can't do her work faster than on 

her old machine, Clary will pay her week's salary. 
These ads prepared by BBDO Los Angeles are 
attracting satisfying response from 


big offices. 


WHEN A MAGAZINE advertises itself to advertising 
men who've “seen everything," 
nuity is in order. Holiday has managed a fresh 
approach for its sales messages by adaptation of 
the cartoon sequence, long a popular editorial 
device in European publications. This flexible 
technique permits presentation of one or many 
points...always gets high readership. 


some extra inge- 


various media). Through the years 
this research has produced some 


useful ‘yardsticks’ that can be 
helpful in preparing advertising 
media. 


e “Similarly, in recent years prog- 
ress has been made in developing 
and refining research techniques 
that permit, within limits, the pre- 
testing and post-testing of the im- 
pact of individual advertisements 
|or entire campaigns. Alert adver- 
tising agencies can and do avail 
| themselves of these aids. 

| “Even so, there are still limita- 
| tions to the ability of research to 
|}point the way to which media 
and what advertising copy treat- 
ments are best for each advertiser. 
In the final analysis, the selections 
rest on professional judgment. It 
is appropriate for the advertising 
agency to exercise such judgment. 
A lawyer is usually a better judge 
than his client as to how to word 
a legal document. Similarly a doc- 
| tor is better able than his patient 
to select the instruments to be used 
in performing an operation.” 

J. Walter Thompson Co., Seattle, 
handles the account, budget for 
which is $500,000 this vear (AA, 
Jan. 22). 


TV Group Changes Name 

The Detroit Television Round 
Table has voted to change its name 
to Detroit Television Council. Clar- 
ence Hatch Jr., executive vice- 
president of D. P. Brother & Co. 
and president of the group, said 
that the group’s “growth and the 
planned broadening in scope of its 
activities and interests made the 
name change advisable.” 


‘Ofticial Wrestling’ Out Soon 
The first issue of Official Wres- 
tling, a new publication published 
by Official Wrestling Inc., 270 
Park Ave., New York, will appear 
March 25. It will cover the high- 
lights of every phase of the sport 
and its personalities. The rate for 
a b&w page is $600, based on a 
guaranteed circulation of 200,000. 


Sponsors ‘Public Prosecutor’ 


C. Schmidt & Sons, Philadelphia, 
brewer of Schmidt's beer and Tiger 
| Head ale, has contracted to spon- 
sor a weekly half-hour television 
show, “Public Prosecutor,” on 
WFIL-TV, Philadelphia. The show 
will be seen on Tuesdays at 7:30 
p.m. Al Paul Lefton Co., Philadel- 
phia, is the agency. 


| Baldwin Buys Publication 
Southwest Electrical Industry. 
| Dallas, has been purchased by 
M. F. Baldwin, director of the 
| publication, from the Northeast 
| Texas chapter, National Electrical 
| Contractors Assn. The publishing 
office has been moved to 8821 
| Eustis Ave., Dallas. 


| ‘Western Family’ Boosts Two 

| Ken Smith, on the merchandis- 

| ing staff of Western Family, Holly- 
wood, Cal., for five years, has 
been appointed supermarket pro- 
motion manager. Bob Hogrefe, 
field representative, has been 
named merchandising coordinator 

| over all field merchandising super- 

| visors. 

| T. F. Club Elects Enright 

| Frank J. Enright, Enright & 
Cleary, has been elected president 

j}of T. F. Club, Cleveland. Harold 

| H. Melville, Steel, has been named 

| vice-president, and Wm. H. Ben- 

|agh Jr., Conover-Mast Purchasing 

| Directory, secretary-treasurer, 


Adclub Names Petersen 

Lorenz F. Petersen, formerly ad- 
| vertising manager of Meyer Broth- 
ers Drug Co., has been appointed 
executive secretary of the Adver- 
tising Club of St. Louis. 


| Roizen Elects Levy V. P. 

| Roizen Advertising Agency, Buf- 

| falo, N. Y., has elected David I. 

| Levy, senior account executive of 
the agency, as vice-president and 

| director. 
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59 
country last year, according to 
Mutual and Mystery Ode to ‘Ad Age’ Publisher's Weekly. In the four ae hal ae — 
St Publish ? ae ee _ months between September and 

ory ers For spelling it “Encyclopaedia December the cook book had a 

Join in Promotion Brittanica” (AA, Feb. 12) |} book store sale of 300,000 copies, 
ar to put it on top of the non-fiction | h d h 
What maverick orthography— best seller list for 1950. e record each month 

New York, Feb. 14—Mutual To add the Pedant’s extra “e, . : Sates , 
oe ; : : - General Mills distributed about 
ee and —— . And ee prep si 200,000 more copies to employes 

< publishers this month are To give “Britannica” an extra “t”! and stockholders, and to consum- [ff f h fj f 
backing an elaborate reciprocal | —Bernard Lundy, ers ‘through coupon offers. GM Oo t e inest per ume 
promotion drive designed to appeal Fuller & Smith & Ross, Cleveland. |and the McGraw-Hill Book Co., 
to mystery story lovers. | Wh ‘ ay | Which handles retail distribution, 

’ } at Mr. Lundy meant to say, » 

Five publishers and one lending Gutiiaediitin. ati a . report total sales have now passed ' nd d os : 
Bd poy «him oi resumably, is extra “a. 750,000 copies. and cosmetic advertising 
tual’s murder drama _ broadcasts a ari ‘ r % 
with point of sale material. In|General Mills’ Cook Book Pearson Joins ‘Redbook BEAUTY FASHION 
exchange, the publishers will get| Tops Best Seller List Frederick N. Pearson, formerly ' 
air announcements’ advertising| The “Betty Crocker Cook Book,” on the sales staff of Esquire, has publishers 7 SOSMET : 
their books. — compiled by the home service staff joined the New York sales staff of Also of eg oe IC WwOUsTSS 


Bantam Books’ 400-man field | °f General Mills, was the fastest “Tops: in the Shops,” Redbook’s 
promotion staff will distribute | Selling book published in the shopping section. 
6,000 three-color posters, calling) ~~~ one 
attention to Mutual’s top mystery | 
fare, in book stores throughout 
the country. Dell Publishing Co. | 
will back the drive with truck | 
posters. Doubleday & Co. and Far- 
rar Straus & Co. are publicizing 
the broadcasts with window dis-| 
plays, car cards and streamers. J. 
B. Lippincott Co. is distributing | 
book markers and window dis-| 
plays to its retail outlets. Ameri-| 
can Lending Library also is co- 
operating in the project. 


| ‘ 
ee = = by SHOTGUN method? 
lishers are scheduled during Mu-| ie ie Vy me @) 


tual sustainers; they are 20-sec- 
ond, 30-second and one-minute | 
spots. No company will receive 
more than six minutes’ time dur-| 
ing the month’s promotion. | 

As a part of the movement to) 
boost listening to its sizable block 
of mystery shows, Mutual is pre- 
senting a 13-week series titled! 
“Mr. Mystery” on Sundays at 1:15 
pm., EST. Each week a different 
MBS detective—“Martin Kane” | 
and “Nick Carter,” for example— | 
stars in the special broadcast, 


dramatizing a short sketch and es oe — % re 
interviewing the writers who cre- as a on eee 
lishers and the network prove 
effective for all concerned, the 
H plan may be extended to include 


ate the shows. i a oa : 
motion picture companies and 4 ‘aed ae: hy 


If the mutual efforts of pub- 
magazines. a : 


Joins Van Auken, Ragland 

Benjamin P. Caldwell Jr., for 
the past six years director of new | 
business solicitation at N. W. Ayer | 
& Son, Chicago, has been named 
account and new business execu- 
tive of Van Auken, Ragland & 
Stevens, Chicago agency. 


KARR XKAKAKRARKK 
xXx 


No other major medium enables you to aim your advertising at your markets with such 
efficiency as Spot Movie Commercials. Consider! From the 14,750 theatres available to you across 
the country in almost all markets, you can select the theatres you want, one by one, 

enabling you to aim your advertising at any specific community . . . even at any neighborhood! 


0 U T 0 N T l M E ! Spot Movie Commercials give you other remarkable advantages: 

If you are one of those har- Virtually 100% of selected movie audiences see and hear your film. They are completely 
rassed magazine editors whose | . - : . . 
publication is sheays coming | absorbed with your sight-sound-action, product-demonstration story. 
out late because of foolish : : " : ” 
printer's ersema, et ep thew you | Spot Movie Commercials enable you to get across product “demonstrations” at a 
how to put a magazine to bed very reasonable cost per viewer. 
“without pain or strain.” a i 

Through long years of ex- If you wish, we will prepare theatre coverage plans for you or your agency without cost 
perience we have acquired 8 or obligation. Write, wire, or phone our nearest office for complete information. 
thorough understanding of the 


editor's problems — we antici- 
pate his needs; correctly inter- 


ret his ideas and get the pub- nal 
eee “Out On Time.” 
Our own production innova- 
tions, together with new high- os . . 
speed equipment of advanced 1 ureaw 
design make for efficiency and 
economy. 
We solicit your inquiry. MMEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 
MARVIN D. 


WATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
VANS comes KANSAS CITY: 2449 CHARLOTTE ST. © CLEVELAND: 526 SUPERIORN.E. © SAN FRANCISCO: 821 MARKET ST, 
Publication Printers Since 1905 
265 Texas Street, Fort Worth 2, Texas 
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Campbell-Ewald 


(Continued from Page 55) 
been active in advertising organ- 
izations. While with Nash-Kelvin- 
ator, before joining Ceco, he was 
active in the 
Assn. of Na- 
tional Advertis- 
ers. With Ceco, 
he has been 
active in the 
Four A's and is 
a member of the 
joint ANA-Four 
A's committee 
He was the first 
chairman of the 
Michigan Coun- 


cil of the Four 
A’s, and is a H. G. Little 
member of the 


board of the Advertising Council 
and the Advertising Federation of 
America 

In addition, he is currently pres- 
ident of the Detroit Adcraft Club 


entered H. T 
day after the 


e As this reporter 


Ewald’s office the 


WHO SELLS YOUR PRODUCT? 


40th anniversary celebration, Ce- 
co’s chief was looking over sheaves 
of congratulatory telegrams and 
letters which covered his desk. Be- 
hind him, on a table 20’ wide, stood 
an unusually handsome array of 
floral tributes. 

He was obviously deeply moved 
by the demonstration of respect 
and regard by the “little people” in 
the business, as well as by those 
from such friends as H. K. McCann, 
Arthur Hays Sulzberger of the 
New York Times, Tom Beck, Roy 
Howard, Helen Rogers Reid and 
many others. 


es At the meeting in the ballroom 
on Tuesday, a number of the tele- 
grams were read to the group. 
Henry Ewald listened with the 
others for about five minutes and 
then called a halt to the proceed- 
ings. He walked to the center of 
the stage and said, with a gesture 
toward his employes, “They were 
addressed to me, but all those 
telegrams are meant for you.” 
While he could not be described 


as a dynamic public speaker, 


C HEV ROLET *Four- 
Ninety” Touring Car 
meets completely the 
national need for de 
pendable and economical trans- 
st is low. The 
upkeep is never a burden 
Electrically started. Elec 
trically hghted) Demountable 
rms. Completely equipped 
——— Tr" 


Chey 


fT Motor Cowrrsy 


ts Reed § 


FIRST CHEVROLET AD—First ad placed 
for Chevrolet Motor division of Gen- 
eral Motors by Campbell-Ewald Co. in 
1922 featured the company’s touring 
cor, the answer to the need “for de- 
pendable and economical transportation.” 


Henry Ewald has the ability to get 
his message across—to speak to 
the individuals in a gathering. 
He moved somewhat painfully, 
but dispelled the impression with 
a twinkle and the comment: “I've 
been working on the Arthritis 
Foundation campaign so long that 


I've acquired it myself.” 


@ The analogy of an agency staff 
and a baseball team has been used 
frequently. Henry Ewald carries it 
a bit farther than most. “Just as 
on a baseball team, everyone in an 
agency wants to be the star. But 
remember that all stars look to the 
bench to see who is going to back 
them up. 

“Let’s take my job on this team. 
I'm like the manager sitting on the 
bench sending up signals to the 
players, mapping the strategy after 
we talk over the circumstances— 
yes, and making substitutions 
where necessary. But it’s the team 
on the field that does the work. 

“In baseball, the clubs fre- 
quently trade players. Scouts are 
always looking for new material. 
The same is true in the agency 
business. When we find someone 
with promise, we're interested. 
That's why we went outside the 
organization to get Ted Little. 


@ “When I find a writer who can 
write better than I do, when I 


COmevcrie 


9 svetay or 


—=r 


WHO BUYS YOUR PRODUCT? 
WHAT IS YOUR COMPETITION DOING? 


If your product is listed below—we have the answer 


Write for 


your copy 
TODAY! 


. 
wae SS Soeeey 
. <1 “ 
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500 typical Cleveland area families record daily and report 
monthly on the purchasing of 36 basic grocery commodities. 


The 112-page Cleveland Consumer Panel for the year ending 


—_ 
a scmuirrs 


POWER TO DO GOOD..POWER TO MOVE GOODS 


September, 1950, is now ready and includes buying analyses 
of the following products... 


All Purpose Flour Butter 
Pancake Flour Oleomargarine 
Biscuit Mix Shortening 
Pie Crust Mix Frozen Vegetables 
Cake Mix Frozen Juices 
Gingerbread Mix Frozen Fruits 
Hot Roll Mix Laundry Bar Soaps 
Muffin Mix Scouring Powders 
Other Prepared Mixes Household & Paint Cleaners 
White Bread Water Softeners 
Coffee Bleaches 
Instant Coffee Laundry Starch 
Packaged Tea Household Waxes and 
Tea Bags Polishes 
Cold Cereals Toilet Coke Soaps 
Hot Cereals Packaged Soaps 
Canned Milk Detergents 
Dog Food Tuna Fish 

Puddings & Pie Fillings 


The only daily paper that adequately 
covers Metropolitan Cleveland 


CHEVROLET ANNOUNCES A COMPLETE | 
STANDARD MOTOR CAR FOR (525 


. ~< Te ee i * 
‘COMPLETE MOTOR CAR’—One of the 
earliest Chevrolet ads in The Saturday 
Evening Post listed construction, equip- 
ment and performance features of the 
car shown. Campbell-Ewald has handled 
the Chevrolet account continuously since 

1922. 
| find an accountant who knows his 
| business, or a lawyer, or anyone 
else who is well trained in his 
specialty, I believe in consulting 
|him rather than in trying to do 
| the job myself. 

“To be a good executive,” Henry 
Ewald continued, “one of the pri- 
mary qualifications seems to me 

| to be the ability to recognize tal- 
| ent.” 

While he takes pride in and feels 
a touch of honest sentiment about 
the Campbell-Ewald team, H. T.’s 
attitude toward the business is 
conservative. “The agency business 
is a business,” he says, “not a 
Hollywood production. Look at the 
men who head the most success- 
ful agencies and you will find men 
who run their agencies as busi- 
nesses, not as glamor shops. 


|@ “The primary reason any com- 
pany is successful can be expressed 
in two words: Hard Work. And I 
| hate the five-day week,” he as- 
| serts. “Even though there is plenty 
|of work to be done on Saturdays, 
|I suppose that men must have 
|}their golf and women their new 
hairdos. 

“Frankly,” he adds emphatically, 
“I like to work on Saturday—it’s 
the only day on which I’m work- 
|ing for myself. The remainder of 
the week I’m working to pay 
taxes.” 

Ever since the agency opened, 
Henry T. Ewald has had a repu- 
tation as an “idea man.” He ad- 
mired the showmanship of Roy 
Pelletier and believes that the at- 
tractive package, sensory appeal 
and attention-getting devices have 
a definite place in advertising. 


|@ But, more important is his 
ability to spot trends before they 
| become obvious. Perhaps his great- 
| est asset is his capacity to sense 
what people are thinking. He has— 
and always has had—a keen inter- 
est in national and international 
affairs. His numerous affiliations 
with civic and charitable groups 
keep him in constant touch with 
those who have been called 
“thought leaders” in the commun- 
ity. 

Although he could not be de- 
| scribed as a gregarious person, H. 
T. thoroughly enjoys talking to 
people. When he is not lunching 
with clients or board members of 
various organizations, he usually 


Did Profitable Hobbies 
PAY FOR YOU? 


The answer is “Yes” IF 
you were among the 529 
mail order advertisers 
who ran keyed copy in 
January Profitable Hob- 
bies. It’s high time you 
discovered this profit 
producing mail order 
magazine!100,000aBC! 
Write for sample copy 


‘PROFITABLE HOBBIES 


728 Hobbies Building, Kenses City 16, Me. 


received from 
any magazine.”* 
| Frank Linker 
j Pennsylvania 
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has lunch—rather late—in the 
cafeteria in the basement of Gen- 
eral Motors’ building. Even though 
he frequently eats alone, he seldom 
speaks to fewer than a half-dozen 
people before returning to his of- 
fice. And he is genuinely interested 
in what they have to say. 

Henry Ewald is convinced that 
an interest in politics is more than 
just “good business.” He says sim- 
ply that “if you love your country, 
you must be interested in seeing 
that the right men are elected to 
Congress.” 


@ In answer to a question asked 
by AA’s reporter, he declared: “I 
believe advertising men should be 
interested in politics, know their 
government and understand it— 
but I think that they should be 
Mark Hannas, not William McKin- 
leys.” 

He has had more than moderate 
success in helping to elect candi- 
dates in Detroit and in Michigan— 
for which he has never accepted 
payment. “But I have backed cam- 
paigns in an advisory way only, 
preparing ads and helping to raise 
funds ...always within legitimate 
limits.” 

Possibly the most revealing as- 
pect of Henry Ewald’s business 
philosophy is his attitude toward 
employe compensation. “I believe 
in free group insurance and hos- 
pitalization—but not for sentimen- 
tal reasons,” he adds hastily. “We 
made a survey some years ago on 
the insurance carried by our men. 
Frankly, I felt that the majority 
were not carrying a_ sufficient 
amount. 


es “As a result, we adopted an in- 
surance plan scaled to annual in- 
come, The agency pays all pre- 
miums and, in addition, we urge 


ART DEPARTMENT MEETING—Halsey Davidson (seated on desk) discusses art prob- 

lems with the members of the department, including Richard S. Jemison Jr. (seated 

at left), and (rear row) Nicholas Cinoff; Howard L. Johnson, Lawrence F. Sheridan 
and Robert L. Schafer. Seated in front are Donald K. Hume and Alger B. Scott 


“But I’m definitely not in favor 
of pensions for advertising agen- 
cies. I believe in paying better 
than the going wage and in a year- 
end bonus plan. The bonus is what 
people keep. It seems to me that 
a successful advertising man should 
operate his personal affairs so that 
a pension plan—a pittance at best 
—should be unnecessary.” 

At the close of the agency’s busi- 


| ness meeting in the hotel ballroom 


our people to buy more on their) 


own. It is not patronizing,” he in- 
sisted, “it’s just good business. 


last Tuesday, H. T. presented his 
employes with a long list of 
awards. There were citations and 
gifts for lengthy service. There 
were prizes for winners in contests 
to determine the best ads, the best 
essay on “Why I Enjoy Working 
for Ceco,” and for the best design 


symbolizing Ceco’s 40th anniver-_ 


sary. 


@ In addition, seven employes re- 
ceived clocks and impressive 
checks for perfect attendance dur- 
ing the year. Two others were 
given checks for having completed 
the year without an absence and 


seven others received presentations 
for never being tardy in 1950 

In the past 40 years, Campbell- 
Ewald Co. has handled more than 
a half billion dollars in billings 
Currently, although top agency of- 
ficials decline to reveal annual 
billings, Ceco is estimated to place 
approximately $26,000,000 worth of 
business annually 


@ Forty years is a long time for 
an advertising agency to operate 
continuously. Forty years is a long 
time for one man to guide the 
destiny of an agency. 

But in celebrating the 40th anni- 
versary of Ceco (and his 40th 
wedding anniversary as_ well) 
Henry Ewald still looks ahead. 

As he told his staff at the close 
of the business meeting last week: 
“On our 50th anniversary, we are 
going to put the party on televi- 
sion. We will have some top Hol- 
lywood talent. And wé will even 
have a beauty contest.” 

Campbell-Ewald’s latest major 
account is DuMont Television. And 


Henry Ewald and his team are 
talking, planning and working on 
television, just as they did on autos 
when the motor car industry was 
young. 


Universal Signs TV Show 
Landers, Frary & Clark, New 
Britain, Conn., maker of Univer- 
sal appliances, has joined the list 
of network video sponsors with a 
15-minute weekly daytime show 


over DuMont. The program fea- 
tures Susan Adams in demonstra- 
tions of Universal appliances and 
is televised on a lineup of approxi- 
mately 17 stations. Goold & Tier- 
ney, New York, is the agency. 


‘New Yorker’ Names Ewald 

Philip Ewald, formerly advertis- 
ing director of Rinehardt & Co., 
New York publisher, has been 
named sales promotion manager 
of The New Yorker 


Put Yourself on 


a spot! 


Reach 1,009 
4. 
"ey 


¥ 


. Buy WINS... 


SOKW New York 


homes 1%* 


WINS spots move mountains of everything—tfrom collar 
buttons to “‘Constellations’’—fast! Let us give you examples! 
WINS spots have a high Pulse but a low rate per 
thousand homes. Let us show you! 
WINS spots, in other words, sell more, cost less. 
Get the straight facts on a WINS spot buy 

Call your WINS representative 


. . see him when he calls! 
*Source: Pulse of N. Y.—Dec., 1950 


\\) 


sells it quicker . 


Fuller, Smith, and Ross 
Gourfain-Cobb 
Hirshon-Garfield 

Robert Kahn and Associotes 
4. R. Kupsick 


ME POCKET | 


for more and more of their clients... 


TOP ADVERTISING AGENCIES ARE USING quick 


In Quick, agencies have found a new way that says it faster. . . 
. . and they’re recommending it to their clients. 
Quick has already booked for 1951 well over 4 times as many 
advertising pages as it carried during the entire year 1950. 
And more are coming! 


Want the full facts on Quick? 


- 


One reason for this acceptance: 


Highest percentage of newsstand sales... 


Quick's circulation is more than 1,000,000 per week . . . and still 
growing. And 62.5% of its circulation is newsstand sales 
... the highest percentage among national weekly magazines. 


Agencies placing orders with Quick: 


Batten, Barton, Durstine, and Osborn Lennen and Mitchell 
Leo Burnett Company Marion 

Cruttenden and Eger Maxon 

Donahue and Coe McCoann-Erickson 
Ewell and Thurber C. L. Miller 

Foote, Cone, and Belding John F. Murray 


Roche, Williams, and Cleary 
Alfred J. Silberste:m-Bert Goldsmith 
J. Walter Thompson 

Young ond Rubicom 

The Zlowe Company 
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Continues Trainee Courses 
McCann-Erickson, 
has begun the of 


second year 


Chicopee’s Lumite 
Ad Campaign Aided 


New York, 
its 


six advertising training courses ‘ . 
More than 80 department heads 

and agency jar wo act as teach- by Allied Companies 
ers for the courses which are given Cornevia, Ga., Feb. 14—“The 
to a selected group of trainees in jargest national advertising cam- 
the agency's New York office. The paign in screening history” will 
courses are planned by and are },. jaunched in March by the Lum- 
under the supervision of Dr . 


Steuart Britt, 
the agency 


personnel director of 


ite division of Chicopee Mfg. Corp., 
according to James Veeder, adver- 
tising manager. Geyer, Newell & 
Ganger, New York, is the agency 


DVERTISERS 
Be AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


The campaign will feature pages 
and half-pages in two colors, 
well as b&w ads in ten magazines, 
March through June. Magazines 
on the schedule are: American 
Home, Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, Mechanics Illustrated, 
Popular Mechanics, Popular Sci- 


as 


WRITE FOR DETAILS AND RATES 


2 REINSURANCE 
— ~ CORPORATION 


Insurance frchange Kansas City Mo 


ence, Progressive Farmer, Small 
Homes Guide and Sunset Maga- 
zine. Copy will have a semi-hum- 
orous cartoon treatment, pointing 
out qualities of Lumite screening 


e The campaign will be supported 


regular year-round 


by Lumite’s 
two-color business paper promo- 
tion. 


In conjunction with the Lumite 
promotion, Dow Chemical Co., pro- 
ducer of Saran plastic, and Na- 
tional Plastic Products Co., pro- 
ducer of the Saran filament from 
which Lumite is woven, will run 
supplementary campaigns, men- 
tioning Lumite screening. 

Dow Chemical insertions are 
scheduled for Better Homes & Gar- 
dens and Farm Journal; National 
Plastic for American Home and 
Good Housekeeping. 


Bogenberger Joins Polk 

R. W. Bogenberger, formerly 
supervisor of industrial publicity 
of Allis-Chalmers tractor division, 
has joined the sales and creative 
staff of the direct mail division of 
R. L. Polk & Co., Chicago, publish- 
er. 


KAFY Appoints Glen Rinker 

Glen Rinker has been named 
station manager of KAFY, Bakers- 
field, Cal. He succeeds Frank Wil- 
bur, who has resigned. 


WASHINGTON, Feb. 12—American 
consumers’ unprecedented January 
buying spree has come to an end— 


temporarily, at least. 

Extremely cold weather in many 
portions of the country kept shop- 
pers at home during the week 
ended Feb. 3, and department 
store sales were up only 3%, com- 
pared with sales in the correspond- 
ing week of 1950. 

There were indications that the 
cold weather was primarily re- 
sponsible for the curtailment of 
sales. The West Coast area, for 
example, was up 24%, as com- 
pared with the same week last 
year. Federal Reserve Board fig- 
ures for the next few weeks are 
expected to indicate whether 


scare-buying actually has tapered | 


off or whether the unusually cold 
weather alone is responsible for 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to Feb. 3, '51*. 

Week to Feb. 4, '50*....226 
Week to Jan. 27, '51*....278 
Week to Jan. 28, '50*....222 
Week to Jan. 20, '51*....301 
Week to Jan. 21, 50*....230 
pPreliminary. 

*Not adjusted seasonally 

the decline. 
There were wide fluctuations 


|}in sales throughout the country. 
Nashville was off 64%, while 
Seattle reported a gain of 45%. 

Even in the same district, dollar 
volume varied widely in compari- 
son with 1950. Columbus, for ex- g 
ample, recorded a loss of 32%, 4 
while Erie was up 11% 

Historically, retail sales have 
been an excellent business indi- 
ecator from mid-February to 
Easter. Sales normally climb stead- 
|ily in that period and can be com- 
pared to past years easily and with 


| relative accuracy. 
| % Change from ‘6 
| Week Ended 
3 | Federal Reserve Jan. Jan. Feb. 
SS District and City 20 bi 3 
1 | UNITED STATES Bil b+ J 3 
<a Boston District 2308 
; : New Haven 14 11 10 
ee Boston 233 2 —5 
oe Springfield 29 31 6 
. , Providence 27 23 16 
Bee New York District 23 tl 4 
‘ee Newark 32 23 1 
a Buffalo 280 «6 6 
“ New York 24 r20 6 
ae Rochester 21 r26 —1 
a Syracuse 22 21 9 
eit Philadelphia District 2 ret 8 
“td ; Philadelphia 25 r28 —9 
D ; Cleveland District o ro —?2 
a Akron 43 41 0 
a Cincinnati 36 10 -19 
> Cleveland 35 «(36 6 
a Columbus 52 1 —3 
¥ Toledo 29035 4 
: } Erie 38 26s 
-- Pittsburgh 46 37 3 ) 
ee Richmond District SS a oe | 
a Washington 29 20 —3 
ie 4 Baltimore 18 6 —8 
oy Atlanta District “um 
eo Birmingham 29 «31 11 
Be h Miami 29 39 ° 
R y Atlanta 32 r25 3 
2g New Orleans 6 2 —17 
a Nashville r37. 28 64 
a y Chicage District 28 22 ‘4 
e Chicago 26 16 1 
4 Indianapolis 25 24 —15 
at j Detroit M 27 M4 
> hs. Milwaukee 27 32 6 | 
\ St. Louis District 28 *% —I!1 
> Little Rock 28 29 31 
Louisville 41 32 —21 
St. Louis Area 24 23 —Il 
Memphis 31 3 43 ] 
> Minneapolis District 38 a 2 | 
Minneapolis 390s 8 5 | 
St. Paul 36 41 —3 
Duluth-Superior 37 19 0 
. Kansas City District rsé ro 10 
Denver 38 43 9 
Wichita 46 0) 23 
Kansas City 38 40 7 
St. Joseph 24 48 ° 
¢ Oklahoma City 24 28 —2 
. Tulsa MM 30 17 
. Dallas District 37 re 
Dallas 40 206=~CS 
i THE READING ROOM OF THE ALGONQUIN CLUB, BOSTON. Photograph by Nickolas Muray oe _ 
San Antonio 27 17 —25 
fi San Francisco District 0 8630 a 
yi bd The name. MelLaurin-Jones Among the wide range of McLaurin- aoe eae fee Aree = 4 = 
| oO u r ul 4 to c nes papers, famed for their ex- San Francisco 3406 O82 
sompany is your assurance Portland 93 4 42 
. Ait i ellence, are: Waretone, mirror- Salt Lake City 3400 357 
F 1 Nn e P a e rs ot superior-quality papers for sh coated paper for printing — = = = 
eos abel, b covering, cover and *Data not available 
printing and packaging postcard work. Guaranteed Flot rRevised. 
> purposes —a name that is Gummed Papers for labels, seals KGEM Increases Power 
: and stickers. Old Tavern Gold and KGEM, Boise, Ida.. an ABC af- 
famous throughout the world — Sijyer Metallics for labels, box filiate, has increased its power 
for generations of skill and work and printed pieces. Relyon from 250 to 10,000 watts. 
‘ : Reproduction Paper for the print- 
A craftsmanship in the creation ng trade. A full line Sealing 
‘ , 1 . 
NN 'o of new and improved papers Tapes, Stays, and Gummed Cam 
brics for boxes, cartons, and 
. for business and industry. containers 
¢ 
MeLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 
“A PIONEER IN PAPER PERFECTION” 
McLAURIN-JONES COMPANY 
BROOKFIELD, MASSACHUSETTS Offices: New York - Chicago - Los Angeles 
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25 CANDLES—Chorles F. Radley (right), 
director of publicity, Ookite Products Inc., 


and Edwin C. Mayer, vice-president, 

Rickard & Co., at a luncheon celebrating 

the 25th anniversary of the Oakite- 
Rickard client-agency reiationship. 


Little Urges Admen 
to Look for Extra 
Preparedness Work 


Los ANGELES, Feb. 13—While 
many advertising men and groups 
are already doing “terrific” jobs 
in addition to their regular jobs, 
“every single one of us individu- 
ally, if we have not already done 
so, should be looking for a new job 
to do,” Henry G. Little, executive 
vice-president, Campbell-Ewald | 
Co., told a meeting last week of 
the Advertising Club of Los Ang- 
geles. This is necessary, he said, 
to make the free world strong and 
keep it free. 

Mr. Little said the assumption p01 
an extra job is important because | 
in an all-out fighting war, we im- 
mediately become united. Almost 
every person, he said, mobilizes 
himself with a singleness of pur- 
pose to the part he is best fitted 
to do; it’s more or less automatic 

However, in today’s situation, 
which for many reasons is far more 
threatening, it is difficult to mobil- 
ize everybody, the Detroit adman 
pointed out. The difference, he 
said, is that in a fighting war we 
are told what to do. Thus, without 
the united effort that stems from 
patriotic enthusiasm in time of 
war, the responsibilities must be 
shouldered by individuals. 


es Citing many excellent activities 
of organized advertising groups, 


EVERY READER 
IS A PROSPECT 


Because its newsstand sales 
* are purely voluntary! 


Because only those actively 
2. interested in acquiring a new | 
home read it! | 


Because it offers specific in- 
3 « formation on all phases of the / | 
new home field! 


Mr. Little asserted that those not 
participating in them should look 
around for opportunities to work 
as individuals. 

Possible activities suggested 
were civil defense, Red Cross, 
blood banks, March of Dimes, 
Community Chest, church work. 
But there is no one to look to in 
advertising groups for guidance. 

“You're on your own but that’s 
what is so important...that is 


| what is so vital... that you be re- 
| sourceful enough that you take the 


initiative on your own part to get 
into these things,” Mr.*Little de- 
clared. 


Telechron Opens Sales Office 


Telechron Inc., Ashland, Mass., 


| has opened an industrial sales of- 
| fice at 416 Schmidt Bldg., Cincin- 
| nati, 


to serve customers in the 
mid-central area. R. H. LeShane 
is the district representative. 


Silton Brothers Moves 

Silton Brothers Inc., Boston 
agency, has moved to the Publish- 
ers Bidg., 131 Clarendon St. 


realize... 
in the rich Salt Lake 
intermountain market... 


THERE’S ONLY ONE 
WAY TO DO THE JOB 


~ TRIBUNE - 
} TELEGRAM 


Nationally Represented by O'Mara and Ormsbee, Inc., 
end Metropolitan Sunday Newspapers, Inc. 


Mind tf we put our 
FEATHER IN OUR HAT 


During February, we of the Campbell-Ewald 
Company celebrate our fortieth birthday. But 
it’s not our age we're proud of—it's our youth 

.. the fact that after forty vears we are as 
young in heart, and as young in spirit, as ever. 

Forty years in the advertising agency busi- 
ness have, however, demonstrated some things 


to us that we believe are important. If the 


... for a day? 


ability to Ae/p clients grow to positions of 
leadership in their respective fields is impor. 
tant... if the ability to serve clients satisfac 
torily—for a generation—is important .. . if 
sound business practices and outstanding 
stability are important... we believe we have 
earned the right to put our feather in our hat 


... for at least a day. 


gen’. 
a nr eG J 
u ~~ 


CAMPBELL-EWALD COMPANY 


Detroit . 


New York - 


H. T. EWALD, President 


Chicago + Los Angeles + San Francisco + Atlanta 
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wh “Lommin Duttis. 


* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 


LEMMIE DUITT has a “Tailor Made Plan” that will 
sell your product in Pasadena and the 
rich San Gabriel Valley. 


ee 4 | PASADENA 


BS 2 9.6 STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


i 


ily by CRESMER & WOODWARD, INC. 


, illustrated will be furnished to 
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Colorful Dealer Ad Service Brochure 


Prepared by Hart Schaffner & Marx 


(Continued from Page 1) India, but also is used as an anti- 
paper color. Ad plate electros and | dote to insanity ...” And so on for 
progressive color proofs of ads| other colors. 

Another section of the brochure 
dealers by HS&M for less than $50.) details the expense involved in 
Sample of the easy-to-read copy| preparing the average HS&M ad. 
explaining the functions of dif-| Assessing the costs for illustra- 
ferent colors: | tions, typesetting, layout, electros, 
}etc., a figure of $282.63 per ad is 
a “Advertisers are people (?).| reached. Multiplied by the 87 ads 
People have developed a series of | reproduced in the section (for 
psychological color associations! which mats are available), this 
through the ages, giving each color represents an expenditure of more 
a special meaning and symbolism: | than $24,000, far out of the reach 
RED is hot and fiery, like a flame.| of an individual HS&M 
It is found in flags. It suggests) points out. 
blood, love, sacrifice, patriotism, | 
revolt; it is supposed to bring long) » Other sections of the brochure 
life in China, and health in India.| cover such subjects as “Accents” — 
YELLOW is cheering like sun-|how to use special accent ads to 
shine. It means royalty in China,} break up any monotony in the rou- 
nobility in Ireland, marriage in| tine of a regular campaign; “The 


dealer, 


Spoken Word”—a section contain- 
| ing 61 paragraphs of verbal selling 
copy, designed for use in preparing 
radio and TV spots, and also as 
closing arguments at the point of 
sale. 

In a section enigmatically en- 
| titled “Passepartout,” HS&M dis- 


= | cusses the relative merits of “bulls- 
. ' BLESSED- BE | |} eye vs. hens and chickens” adver- 
4 tising approaches. 
4 ‘ ' THE-TIE Discussing at some length both 
: ; 


IT'S EASY WITH 


THAT-—BINDS | 


| the good and bad features of the 


THE 
RIGHT COMBINATION! 


4 


eter te LLL LO ET 


paces ater t 
— 


In the two billion dollar Memphis Market your two Memphis 
5 Newspapers are the Right Combination for advertising results as 
: outstanding, as economical, as a new patch on an old pair of 
The Commercial Appeal and Memphis Press-Scimitar 
a today offer vou coverage of more than 324,442* families in 76 
counties of four states... the greatest circulation in their histories 
lie on to both Memphis Newspapers at an optional 
‘ combination rate saving of 18c¢ per line 
: It’s Easy With The Right Combination! 


*ABC Publishers’ Statement, September 30, 1950 


trousers 


Scripps-Howard Newspapers 


MEMPHIS PRESS-SCIMITAR ys 
THE COMMERCIAL APPEAL 


one-large-illustration ad—bullseye 
;—and the ad that contains “sev- 
eral easy eyefuls” of copy—hens 
and chickens—the section closes 
with a warning: “Sometimes it is 
possible to mate ‘bulls’ and 
‘chickens’ but the results are apt 
to be confusing; don’t try it!” 


@ Buying and advertising patterns 
are discussed in a section headed 
“Potential, Preference and Leader- 
ship,” which contains some inter- 
esting comments on advertising. 

“Analyses show that the per- 
centage of national income spent 
for advertising over a ten-year 
period dropped a full percentage 
point, or about $4 billion, while 
discretionary buying power has 
almost quadrupled. This has been 
occasioned by three things: 

“1. The theory that ‘advertising 
is a great place to save money.’ 
This directly opposes and defeats 
the fundamental purpose of ad- 
vertising. With the rapid increase 
in wages and number of employes, 
retailers have faced increased sell- 
ing expenses, but have not pro- 
|portionately increased their ex- 
penditures for bringing customers 
into their stores. The share of total 
selling expense devoted to adver- 
| tising—to reaching potential cus- 
tomers outside the store—has 
actually decreased. 


e “2. Basic lack of market anal- 
ysis information and understand- 
ing on the part of ’many that 
advertising ‘gets’ its share of 
available business, and creates 
new business by stimulating new 
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demands and desires. 

“3. Basic use of advertising as 
a ‘defensive’ rather than an ‘of- 
fensive’ weapon. Newspaper ad- 
vertising is too often used as a 
means of geiting rid of buyers’ 
mistakes.” 

Hart Scheffner & Marx sees 
little cause for alarm in the de- 
creasing percentage of national in- 
come spent for advertising. It 
points out that there is no valid 
reason why percentage for adver- 
tising should follow national in- 
come, and, in fact, it should be} 
lower when income is higher—and | 
higher when income is lower. 

If the percentage for advertising 
had kept pace with income, we 
would be faced with the problem 
of reading newspapers ten times 
the size of current papers, HS&M 
points out, and demand would un- 
doubtedly increase rates to the 
point where advertising would be 
uneconomical. 
@ “The malady affecting our in- | 


dustry will not be cured by just} Shipbuilding Co., has joined the Harold Mathews, producer-direc- Charles E. Ax has been named to 
radio and television department of tor with WFIL-TV, Philadelphia, the 


‘more money’ for advertising,” 


elect to fulfill such requests.” 

Batten, Barton, Durstine & Os- 
born handles the account, and 
copy and layout for the brochure 
were prepared by Dr. M. F. Agha, 
noted designer and consulting art 
director, and Lee Henrich, HS&M 
director of advertising. 


CBS ‘Garry Moore Show’ 
Gets Another Sponsor 


Corn Products Refining Co., New 
York, will sponsor the “Garry 
Moore Show” from 1:45 to 2 p.m., 
EST, (CBS-TV) on Thursdays 
starting March 1. Time for Linit 
starch was bought through C. L. 
Miller Co. 

This is the first sale for the 
first half of Mr. Moore’s 60-min- 
ute Monday through Friday tele- 
cast; the last half of the show is 
sold out to Procter & Gamble, 
Cavalier cigarets and Quaker Oats 
Co. 


N. W. Ayer Appoints Three 
Robert Godley, formerly direc- 
tor of public relations of American 


REVEVESTENEE go 


ll 
Fei ads + the 


Matt VINES 


WINNERS—Somples of 1950 advertising done by Helena Rubinstein and Chorles 

of the Ritz which won beauty fashion awards given by Beauty Fashion, perfume and 

cosmetic industry publication. The awards were established a decade ago to en- 

courage maintenance of a high standard of merchandising practice in the perfume 

and cosmetic industry. Hewitt, Ogilvy, Benson & Mather is the Rubinstein agency; 
Peck Advertising Agency handles the Ritz account. 


art department of Ayer in 


HS&M adds, “but by better adver- | N. W. Ayer & Son in New York. has joined the same department. Philadelphia. 


tising and a better scheduling of 
advertising.” 

Charts showing buying patterns 
followed by consumers are used to 
illustrate the importance to the 
dealer of correlating his advertis- 
ing with these proved patterns. 

Citing surveys conducted by 
American Legion Magazine and 
Business Week, in which HS&M 
suits were named as “favorite 
brand,” the company points out 
the important part that its nation- 
al advertising program plays in 
establishing this consumer prefer- 
ence. 

The 1951 budget for HS&M 
national advertising, all of which 
will be scheduled in Life and The 
Saturday Evening Post, exceeds 
$300,000. This represents about a 
20% increase over the company’s 
1950 budget. 


s The seventh, and final, section 
of the brochure is devoted to 
women's suits. In it, a fashion 
editor transforms a saleslady who 
sold tailored suits to women, but 
“secretly felt a little apologetic 
about them,” into a self-confident 
Hart Schaffner & Marx suit booster. 

Because many individuals and 
organizations other than HS&M 
dealers ask for copies of these 
advertising service brochures, the 
company notes that “it is necessary 
to charge $100 per copy when we 


Feb 21 


Income Tax 
and the Artist 


Frank J. Smith 


Artists Guild Club 


< 
| 

ea: | 

call SU 7-3320 =| 

for reservations a | 


LAURENCE, INC. £7 | 


Pipe dream! 


Gerald Prince, Guthrie Center, la., turned a 
pipe dream into a network! Now on his farm food 
Jactory, Bossy placidly munches, hooked up to a 
milking parlor machine . . 
stainless steel pipes carries her milk from udder to 


daily chores with appliances 


. a Rube Goldberg of 


for the entire family 


scale, from scale to milk cans, from cans to separators 


.. with the cream piped to the cooler, and skim 
milk to the hog house 160 feet away. With 34 cows 
to milk, piping ups quality, and saves 375 


walking a year! 


Farming is a business manulacturing milk 
and cream, bacon and beefsteak, soybeans and 
sorghum from sunlight, rain water, soil nutrients 


and time... 


Today's best farm food factories utilize the 
newest techniques, save steps and seconds, get 
more production with modern machinery, lighten 
labor with water systems, and powered tools. . . 
concentrate on producing more food product, 
of better quality, at lower cost. 


aided by ingenuity and imagination. 


Farming is a family business...and the major 


miles of 


soil, top investment in herd, crops, and physical 


plant, greatest mechanization, latest techniques, 


and the best incomes . 
than the US farm average 


Advertising in the general media 


and widespread influence based on 
homes and business 
a current outlook for 
concern of the manufacturer's 
wife is lifting living standards SF office for facts SUCCESSFUL 

. making more attractive 
homes with better furniture 
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‘Los Angeles Daily News’ 
Elects Smith President 


Robert L. Smith, executive vice- 
president and general manager of 
the Los Angeles Daily News since 
1933, has been 
elected president 
of the newspaper. 
Manchester Bod- 
dy, who is pub- 
lisher and editor- 

| in-chief, also has 
been made chair- 
man of the board 

Other officers 

named are: Char- 
| les E. Arnn, vice- 
president; L. B. 
Binford, vice- Robert Smith 

| president and le- ” 

gal counsel; W. R. Powell, secre- 

tary; John J. Padulo, treasurer, and 
Arthur G. Pollock, assistant secre- 
tary. 


Miss America Names Reimers 
Miss America Corp., suit and 
dress manufacturer, has appointed 
Carl Reimers Co., New York, to 
handle its advertising. Promotion 


and furnishings, rugs, and draperies 
adding outdoor 
barbecues and indoor rumpus rooms 


greater leisure, more satisfaction and well-being 


Best business opportunity is Successru! 
FARMING'S audience exceeding 1,200,000 families, 
with more than a million concentrated in the 
fifteen agricultural Heart states with the best 


easily 50°, higher Q\ @ 
o 


misses much of the nation’s best farm 
audience, needs SuccessFuL FARMING for its 
potent penetration, responsive readership, 


decades of service. Constantly improving their 
with a big backlog of 
savings from ten years of high production 


record demand, 


FARMING, 
Moines, New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles 


will break via pages in the April 
issues of Harper’s Bazaar and 
Vogue, 


. cutting 


getting 


four 


and 
the SF 


audience is today’s best class market. Ask any 


Des 
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Information for Advertisers 


No. When 


3888. What 
Newspapers Don't Hit Town? 
The story of what happened in 


Happens 


Pittsburgh when its three daily 
newspapers were strikebound for 
seven weeks is told in this 20-page 
booklet offered by the Bureau 
of Advertising of the American 
Newspaper Publishers Assn. Fully 
illustrated and packed with com- 
ments from peopie on the street, 
housewives and business leaders, 
it tells the effect the strike had 
on people's reading habits, ¢omm- 
unity activities, sales and business 
in general. | 
No. 3890. Market Survey of West- 
ern South Dakota. 

Market and media data on Rapid | 
City, S. D., (including the western | 
section of the state) is contained 
in this recent survey completed by 
the Rapid City Daily Journal. It 
presents comprehensive data on 
population, industry and business, 
growth, tourist trade and buying 
power, as well as a complete anal- 
ysis of the paper's circulation and 


coverage of the market. 

No. 3891. Cleveland Consumer 
Panel Report. 
Data on sales volume, brand 


share of market, place of purchase, | 
brand loyalty, etc., are given in the | 
third annual Cleveland Consumer | 
Panel Report just released by the} 
Cleveland Press. The 112-page| 
book contains charts showing a} 
month-by-month record of family | 
purchases under the following | 


covers the period for the 12 months 
from October, 1949, through Sep- 
tember, 1950. 

No. 3892. Use of Flour and Pre- 
pared Baking Mixtures Among 
Iowa Farm Families. 

This survey, prepared by Wal- 
laces’ Farmer and Iowa Home- 
stead, presents market data on 
brand preferences and the fre- 
quency of purchase of various 
brands of flours and prepared bak- 
ing mixtures among its lowa farm 
readers. Results are based on infor- 


| mation from a questionnaire mail- 


ing to 1,500 farm subscribers. 


No. 3894. Applications of Woodcut 
Illustrations. 

The versatility of woodcuts for 

illustration purposes is described in 


this folder entitled “Santones” of- | 


fered by Sander Engraving Co., 
Chicago. The folder describes how 
woodcuts, in addition to retaining 
fine detail and texture, can be 
used for nearly all printing pur- 
| poses regardless of paper used, 
| how copy is prepared and changes 
are made, and how to save on pho- 
to and retouching costs. 


No. 3895. Selling Practices.of Re- 
tail Lumber Dealers. 

This report presents an up-to- 
date composite picture of retail 
lumber and building products 
dealers throughout the country, 
based on results of the second an- 
nual survey conducted by Ameri- 


can Lumberman & Building Prod- 
ucts Merchandiser. The survey 
presents a current appraisal of the 
operating methods, merchandising 
practices and products handled by 
urban and rural 


classifications: baking products, | 
beverages, cereals, canned goods, | 
spreads and_ shortening, frozen} 
foods and soap products. In each 
of the general classifications are 
pages devoted to special groups of large and small, 
products. The current analysis | dealers. 


Note: Inquiries for the items listed above will not be serviced beyond April 2 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 
—please print or type) 


pte. 
— ee ee ee 


: ID ssccctciticican TITLE 

| COMPANY ...... 

| ADDRESS 

1 CITY & ZONE STATE 


| A. A. REACHES MEN AT 
DECISION-MAKING LEVEL"’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a eee of men 
at the decision- ing levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you ~~ from ex- 
ecutives who can close the deal at 
once! 


| Established commercial film producer de- 


Thousands are 


T 


Rates: 


ADVERTI 


line. Add two lines for box number. 
ceding publication date. 


75¢ per line, minimum charge $3. Cash with order. 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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POSITIONS WANTED 

~ EXPERIENCED PROMOTION— 

PUBLIC RELATIONS WOMAN 
Available now. Outstanding record in pro- 
motion, public relations, publicity, fund 
raising and administration. Have good ed- 
ucation, initiative, industry, vision, sales 
ability. Age 40. Seeking sound business 
connection 
| Box 3622, ADVERTISING AGE 


Figure al! cap lines 


HELP WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
7 . 


l 


AY | 
Writers, Publicity, Public ree Me- | 
dia, Art and Production talen | 
THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Ill 
SALESMAN, resourceful, permanent, to 
present our well established and favor- 
ably known Business News Letter, also 
other good-will building services to ba- 
nks. Liberal commissions make earning 
opportunity from $800 to $1000 monthly 
State age, education, and last five years 
employment first letter. Car necessary 
Enclose recent snapshot 
BUSINESS NEWS ASSOCIATES, INC. 
53 Broadway, New York 6, N. Y. 
SPACE SALESMAN 
To cover Eastern Seaboard from Washing- 
ton to New England for national agricul- 
tural trade books. Agricultural experience 
not mandatory Give experience, age, 
other books, commission first letter. Full 
details from Roy H. Park, Inc., 416 E 
State St., Ithaca, New York. 
Man to sell space and do sales promo- 
tion work. Send full details. 
Box 3625, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


sires writer for industrial and television 
work. Must be experienced. Send com- 
plete data as to age, draft status, back- 
ground and salary desired. Write 
Box 3619, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Man to sell magazine space in Chicago 
territory. Confidential correspondence in- 
vited. 
Box 3626, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
EDITOR OR ADVERTISING 
WRITER—POSSIBLY PART TIME 
Company publication similar to magazine 
in format but really an adv. promotion 
Goes into homes. Want editor with know- 
ledge of material sources and knack of 
editing to make people read and appreci- 
ate it. This might be a part time job for 
someone now employed in editing or ad- 
vertising. 
Box 3623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. HA 717-2063 Chicago 4 
Space Salesman 
Well established industrial publisher has 
opening for capable young man Chicago 
area. Give full details first letter. Replies 
in confidence. Our personnel fully inform- 
ed of this advertisement 
Box 3614, ADVERTISING AGE 
200 E. llinois St., Chicago 11, Ill 
Chicago, 


Industrial Advertising Agency, 
wants trainee with mechanical sense who 
can write. Give background, salary, etc., 
first letter. Exceptional opportunity 

Box 3628, ADVERTISING AGE 

200 E. Ilinois St., Chicago 11, Il. 


Man to sell space in South and work with 
distributors on merchandising. Write qual- 
ifications fully. 

Box 3627, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Ll. 


Ask for ELINOR KENT 
Promotion Mgr-Marketing Exp....to $12,000 
Know dealer distribution for Paint, 

Wallpaper, or Home Appliance Trade. 

Direct Mail Expert-Relocate to $10,000 
Industrial paper product experience. 
Plan and direct campaigns. Able writer. 
Topnotch Graphic Design Artist.......Open 
Industrial Copywriter-Relocate.....to $5,000 
Media Mgr-TV and Radio Research....$5,000 
Space buyer, B&W; also Outdoor Media 

ONARCH PERSONNEL 
28 E. Jackson WA 2-9400 Chicago 4 


POSITIONS WANTED 


ACCOUNTING—COMPTROLLER 
—OFFICE MANAGER 
Exper. & trained in adv., acctg., office 
& personnel mgmt. Local Agcy refer. Av- 
ailable immediately 
Box 3610, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


200 E. Illinois St., Chicago ll, Ul. 
Resourceful space salesman with valuable 
background and connections with manu- 
facturers and agencies in Midwest area 
available. Will do constructive, conscien- 
tious job for high-grade paper in this area. 

Box 3624, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
BUSINESS IS BAD 

Desire new showbusiness (TV) connection. 
| Now emp., theater manager and public 
| relations. Knowledge of movies, promo- 
| tion, theater peg At one time 
| actor’s agency and booke 
Box 3629, ADV ERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


POSITIONS WANTED | 
Account Executive (experienced) with live 
contacts seeks new connection fully re- 
cognized agency 
Box 3612, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


HOBBLED BY MY JOB 
Need a freer rein for ideas on copywrit- 
ing, sales promotion, I'll wear your brand 
for good wages, chance to advance. Mo. U. 
graduate, 27, married, veteran 
Box 3613, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mi. 
SUCCESSFUL SALES REP. 7 “yrs. exp. | 
nat'l. co. marketing consumer product | 
desires opportunity in Adv. or Sales Prom. | 
| 


Dept. of agency, mfg., or publisher. 31 PARTNER WANTED - or FOR SALE 
yrs. old, Ohio State Univ. Ad. major. | $25,900 required. New National Food Mon- 
Know mdsg. and sales prom. in food,|thiy Publication. Terrific possibilities. 


drug, and variety store fields. Expd. han- | 
dling point-of-purchase and outdoor adv. Box 3615, ADVERTISING AGE 
Salary and location open to discussion. 7 

Box 3616, ADVERTISING AGE } 11 E. 47th St., New York 17, N. ¥. a 

200 E. Illinois St., Chicago 11, Ill. | REPRESENTATIVES AVAILABLE 

ADVERTISING MANAGER | Exp Rep with PROVEN sales “desires to 

Large or growing advertiser needing an move up to consumer or leading trade 
experienced executive gets real buy in| book. Lead all competitors in "50 with No. 
this top-flight administrator. Has over 20 | 2 book in field. Home in Chicago. Ambi- 
years sales, promotion, merchandising tious, ready to work HARDER & LONG- 
and agency experience in grocery, drug ER. College grad. young, married, vet. 


| For particulars communicate with 


and hard-goods lines. Highest business Box 3600, ADVERTISING AGE 

recommendations. Location immaterial; 200 E. Illinois St., Chicago 11, Ill. 

available immediately. Worth 6 figures. = : =— 
Box 3617, ADVERTISING AGE MISCELLANEOUS alia 
200 E. Illinois St., Chicago 11, Ill. LABOR SHORTAGES can be beaten. 


Classified ads effectively written 


AGENCY PARTNERSHIP WANTED > 


: : . . shrewdly scheduled solved the problem 

ser agency account executive s . “ > 

oe SS ee aenae tain oppor- for many industries in World War li. Ser- 

tunity. Formerly sales merchandising, ad Mp og wr oe for hncwong 8 number 

mgr. Knows copy, media, administration. these eee rey Regge b ncomng Poa a 
“1 > ; ov years t eb nente ry. = 3 s 

Highly recommended; over 30 years top in classified advertising since 1906, In- 


experience. Age 44, family. Under million 
city preferred. Cash plus working invest- 
ment. Air mail details. 

Box 3618, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


dustrial Section, Rochester 4, N. Y. Ham- 


ilton 3771. 
MANUFACTURERS-DISTRIBUTORS 

| Worthwhile new products publicized with- 

out charge in our “PORT OF OPPOR- 


Copy Chief-AE—Heavy agency & com- . _ 

pany exp. Consumer & industrial ac- TUNITIES a monthly preview of the 

counts. Now with 4A agency. Age 37. most outstanding new products. Give all 
Box 3620, ADVERTISING AGE details, first letter. Publishers, Garden- 
200 E. Illinois St., Chicago 11, lll. ville 24, N. Y. 

Advertising Production—agency, publish- | | TIMELY IDEA SUGGESTIONS FOR YOU: 


Wordybird’s 1951 Idea Guide $2.00 
Roy Jacobs, Post Office Box 162, 
Wash. Bridge Station, New York 33. 


ing, two manufacturers—18 years’ exper. | 
Box 3621, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


NOTES TO A PROSPECTIVE BOSs.... | 

(The case for anderstatement) | 
IF you're a gal and 31, had some exctting | 
things happen, like conceiving, getting 
out, a mag on Latin America; landed some 
good export contracts, experted on poli-| 
tics, translated economics; handled the | 
writing, layouts, promotion; watched it) 
grow, then decline from trembling mar- 
kets; you'd need a challenging job where 
you could put everything you learned to 


use. 
Box 5636, Chicago, Ill. 


NEWSPRINT 
VY, MILLION TONS 


available with complete Union pro- 
duction facilities including Rotary 
press time for printing— 


house organs, catalogs, annuals, 
and books. 


deliver yearly up to 150 tons of 
stock per account. 
Photo-engravings also; Union- 
made first grade, deep-etched. Mini- 
mum size or 6 square inches, 
mounted; each, copper—$2.35; zinc 
—$1.50. 
PUBLISHERS ASSOCIATES 
W. H. Hershey, General Manager 
Publishing Consultants—Printers 


225 N. Michigan Ave., Chicago 1, Ill. 
Telephone Financial 6-1019 


PUBLIC RELATIONS-SALES PROMOTION 
ADVERTISING MANAGER 


Available March 1. Desires connection with de- 
partment store, large corporation or advertising 


ART DIRECTOR desires new connection, 
creative with light-touch, top nat. accts., 
/, 13 yrs. exp., age 36, married, vet, | 
draft- free, college 
Box 3611, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


“Switch to CALVERT” 
since MAXWELL pulled the Switch 
on a new SPECTACULAR in the heart of Newark, N.J. 


MR. ADVERTISER: Switch to MAXWELL SERVICE 
and thousands will read your message 


The B.C: Maxwell Co. Trenton N 


OuTooorR 


} 


ADVERTISING 


agency 25 years practical experience in all 
phases of publicity, sales promotion and adver- 


tising. Interested in salary Sasting at $10,000 
Excellent references Geese ——— ned 
st 


Robert Ave Louis Mo eet bri. 
71 or address Box Te0i, ADVERTISING: AGE. 
200 E. Miinois St., Chicago 11, Il 


We have A Grade Newsprint. 


Weekly and monthly newspapers, | 


We will guarantee and contract to 


Stopette Outlines 
1951 Ad Program 


Feb. 13—Jules, Mon- 
| tenier Inc., manufacturer of Stop- 
ette spray deodorant, has an- 
} nounced its 1951 magazine, news- 
paper and television advertising 
plans, following a successful Jan- 
; uary which saw sales triple those 
|}of the same month a year ago. 

Ads will run in Cosmopolitan, 
Ebony, Good Housekeeping, Ladies’ 
Home Journal, Life, McCall's, Pho- 
toplay, RN, The Saturday Evening 
Post, Seventeen, This Week Maga- 
zine, Today’s Woman, True Story 
and Woman's Home Companion 
throughout the year. 

Newspaper ads will consist of in- 
sertions in rotogravure sections of 
35 local newspapers, while tele- 
vision plans cal] for continuing the 
weekly “What’s My Line” show 
(CBS, Sun., 9:30-10 p. m., CST). 

A new merchandising plan for 
1951 will give an additional 5% 
display allowance to retail drug- 
gists purchasing through whole- 
salers, plus additional display dis- 
counts at various times during the 
year. 

To tie in with the new display 
deal, all Stopette will be cartoned 
in counter display containers. 

Earle Ludgin & Co., Chicago, 
handles the account. 


CHICAGO, 


Capehari Raises Budget; 
Print Media Stressed 


Capehart-Farnsworth Corp., Fort 
Wayne, Ind., will back its radio- 
TV-phonograph line with an ex- 
panded advertising budget, which 
is expected to double that of 1950. 
Increased schedules in newspa- 
pers, magazines and business pa- 
pers will be used. J. M. Mathes Inc. 
is the agency. 

Full-page, four-color ads will 
appear in Better Homes & Gardens, 
Holiday, Life, Look, Newsweek, 
The New Yorker, Sunset Maga- 
| zine, and The Saturday Evening 
| Post. 


| Porter Henry & Co. Moves 


Porter Henry & Co., New York, 
| producer of sales training pro- 
grams, manuals and films, has 
rr to larger quarters at 11 E. 
48th St. 


~~ 
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For long-wescing comtey? an pavement or green 
Pies more tor your money, took st tor Brant. 


NEW SERIES—This is one of the color 
pages in the ‘51 campaign prepared by 
McCann-Erickson for the Durene Assn. 
of America, scheduled for insertion in 
Good Housekeeping, Lodies’ Home Jour- 
nal and The Saturday Evening Post. The 
series has been reproduced in o mer- 
chondising brochure which is being sent 
to executives of knitting mills manufac- 
turing items of Durene yarn. 


Krylon Opens Trade 


Drive to Promote 
Its Waterproofing 


PHILADELPHIA, Feb. 13—Krylon 
Inc., producer of Krylon, an 
acrylic plastic packaged in a pres- 
sure container, this month will 
launch a national advertising cam- 
paign directed at jobbers, car deal- 
ers and service station owners. The 
drive is designed to make a na- 
tional habit out of waterproofing 
auto and truck ignition systems 
with the plastic spray. 

The ad and merchandising cam- 
paign primarily will appear in a 
series of automotive trade publi- 
cations. This will be followed by 
a consumer magazine campaign 
later in the year. 

The initial campaign will pro- 
mote a new package under the 
name of Automotive Krylon, which 
dealers and service station attend- 
ants can apply quickly and easily 
to an ignition system in order to 
protect the system against in- 
clement weather. The purpose, ac- 
cording to initial literature, is to 
prevent battery leakage, spark- 
plug gapping, shorting at terminal 
points, and to guard all wiring. 


s This is the first ad program to be 


undertaken by the company in this 
field. Gray & Rogers here is the 
agency. 

In addition to trade paper ads, 
Krylon will send direct mail pieces 
to 25,000 dealers twice a year and 
furnish mailing pieces to distrib- 
utors. 


Faulkner Joins Hall Co. 


Virginia Faulkner, who recently 
resigned from active partnership 
in Henri Janson Inc., fashion 
photographic studio, has joined 
Maybelle F. Hall Co., New York 
advertising and promotional coun- 
sei agency, as fashion coordinator 
and director of fashion research. 
Miss Faulkner previously served 
three years as a public relations 


officer in the Women’s Army 
Corps. 
WIW Names Waddell, Lemmon 


Station WJW, Cleveland, has 
named William Lemmon, formerly 
vice-president of WJW _ Enter- 
prises Inc. and general manager 
of Ohio Music Co., a subsidiary, 
as vice-president and general man- 
ager. Harold Waddell has been 
promoted from national sales man- 
ager to general sales manager of 
the station. 


Expands Newscast Sponsorship 


Household Finance Corp., Chi- 
cago, has expanded its sponsorship 
of the Chet Huntley news analysis 
broadcasts on the Columbia Pa- 
cific Network to include markets 
in Arizona, New Mexico and Colo- 
rado. The series, aired on CPN 
from 5:30 to 5:45 p.m., will be 
heard in the new markets at 3:45 
p.m. 


‘Purchasing Agents 
‘Say Hoarding Is 


Cause of Shortages 


New York, Feb. 13—Hoarding is 
responsible for current materials 
searcity and will be stopped by 
strict allocations only, according 
to a survey made by Purchasing 
among 1,000 industrial purchasing 
agents. 

The study reveals that 64% of 


the 291 respondents feel hoarding 
is the cause of shortages they are 
now experiencing. Only 17% of 
the respondents believe the hoard- 
ing can be eliminated by anything 
short of allocations. 

Purchasing men are pessimistic 
about the ability of NPA Order No. 
1 (prohibiting the accumulation of 
scarce material in excess of “rea- 
sonable demands”) to prevent 
either hoarding or the growth of 
black markets. About four out of 
five believe the order ineffective 


Sells Station KCM] | 

Subject to FCC approval, Sta- 
tion KCMJ, Palm Springs, Cal., has 
been sold by Palm Springs Broad- 
casting Co. to Ted and Joe Gamble, 
theater operators. Joe Gamble! 
will manage the station. 


Raymond Named Dowd V. P. 

Michael A. Raymond, formerly 
with Lennen & Mitchell and 
Buchanan & Co., has been elected 
a vice-president and director of 
Dowd, Redfield & Johnstone, New 
York. 
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James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 


agencies 


advertisers 
Santa Fe, N. M. 


Finest printing costs less 
for the Illinois Central... 


.-.thanks to the revolutionary economy 


of (cacoldated Enamel Papers 


Whether it’s a switchman’s new baby or the 
Illinois Central's 100th Anniversary this 
month, almost nothing that happens along 
the Main Line of Mid-America escapes the 
Illinois Central Magazine. 

It is this kind of alert reporting, served 
family-style, that has won many friends for 
this pioneer railroad magazine. In doing so, 
it has also built a monthly circulation of 
some 50,000 copies that literally “eats up” 
tons of fine enamel printing papers each year. 

To maintain highest quality and still fulfill 


4 


els. The saving 


Enamels are made 


this increased demand, the Illinois Central 
Magazine switched from old style, premium- 


priced enamel papers to Consolidated Enam- 


due entirely to the revolu- 


tionary method by which Consolidated 


averages 15 to 25% of 


the net paper cost. 

We hope you'll see a copy of Illinois Central 
Magazine's big February Centennial Issue. 
It will give you an opportunity to examine 
first-hand the fine printed results Consol- 


idated Enamels deliver at lowest cost. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS © MODERN GLOSS © FLASH GLOSS 
CONSOLIDATED WATER POWER & PAPER COMPANY © Makers of Consoweld— decorative and industria! laminates 
Rapids. W. 


Main Offices 


© Sales Offices: 135 So. La Salle St.. Chicago 3, Illinois 


Ocwrarc 


» Finest enamel paper 
quality at lower cost 
is the direct result of 
the enameling method 
which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 


sides, ina single 
high-speed operation 
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Swift Replaces Crosley Replaces Snow Crop 
on ‘Show of Shows’; Carter Loses Sponsor 


New York, Feb. 14—Jack Car- 
ter, who is losing one of his spon- 
sors, Campbell Soup Co., to Henry 
Morgan, is losing another, Swift 
& Co., to his fellow stars on NBC- 
TV's “Saturday Night Revue’— 
Sid Caesar and Imogene Coca. 

Swift will drop its two partici- 


pations on the last half of the 
Carter show, which precedes the 
Caesar-Coca vehicle, “Show of 
Shows,” on National’s all-star Sat- 
urday night lineup, 
sponsorship of the last 30 minutes 
of the latter program next month. 
(Already backing Comic Morgan 


and assume | 


in the “Great Talent Hunt” on 
NBC, Campbell leaves Comic Car- 


ter at the end of the current cycle.) 


e Swift moves into the Caesar- 
Coca telecast in the time vacated 
by Crosley division, Avco Mfg. | 
Corp. Crosley, in turn, will move} 
to the 9 to 9:30 p. m., EST, spot on! 
the show, following the cancela- | 
tion of Snow Crop Marketers. 
Snow Crop will replace the pro- 


to the Ladies! 


Gas has got IT. 
An “appetite appeal” series of car- 
cards has been one of the advertis- 
ing mainstays of the Southern 
California Gas Company. 
Transportation Advertising in 
Southern California is handled by 
California Transit 
Advertising, Inc. 
2030 Wilshire Blvd. 
Los Angeles, California 


(WATAI 
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gram with a twice weekly after- 
noon film program, to be aired on 
a spot basis in some 40 markets. 

The shuffle of sponsors will 
leave the Carter program with two 
advertisers—Lehn & Fink, a new- 
comer, which will carry the first 
15 minutes dropped by Campbell— 
and Wildroot, the sole remaining 
participating backer on the 8:30 
to 9 p.m., EST, ’portion. 

NBC sells “Saturday Night Re- 
vue” to two categories of clients— 


those who buy 15 or 30 minutes) 


of the show and those who buy 
one-minute participations as co- 
sponsors of a half-hour of the 
show. 


Nestle’s Ups Scholl 

Julian S. Scholl, manager of 
Nestle’s EverReady cocoa sales, has 
been appointed manager of the 
grocery products division of Nes- 
tle’s Chocolate Co. Products that 
will be under his supervision in- 
clude Nestle’s EverReady cocoa, 
semi-sweet chocolate, Quick and 
Nestle’s cookie mix. Mr. Scholl has 
—_ associated with Nestle’s since 
1936. 


THERE MUST BE A LOT OF AMATEUR GARDENERS! 


You may think of gardeners as a breed apart, immersed 


in technical pages whenever they have a moment to 


spare. But oddly enough, the astute business men who 


sell seeds, bulbs, shrubs and similar items invest more 
advertising dollars in the pages of the Star Weekly alone 
than in the six leading Canadian magazines combined! 
They know from experience, from actual coupon returns, 


that the Star Weekly will give them extraordinarily low- 


cost enquiries. 


It’s not so surprising when you consider the facts. First, 


the Star Weekly alone reaches better than every third 


English-speaking family in Canada. 


It reaches people 


with growing families, over half of whom own their 


own homes and who like their gr 


ounds to be attractive 


Ir reaches the great, broad, mass-market of Canada 


that buys more of everything than any specialized group. 
And the Star Weekly is read by the whole family, both 
men and women, adults and children. 


There is no other publication, no other market quite 
like the Star Weekly's. And no matter what you have to 
sell, if you have national distribution, you'll find the 


Star Weekly well worth using! 


Seed, bulb, and shrub advertisers spend more dollars in the Star Weekly alone 


the STAR 


than in the six leading Canadian magazines combined 


WEEKLY 


PUBLISHED AT 80 KING STREET, West, TORONTO, CANADA 


Montreal Othce: University Tower 


WRITE FOR 


U.S. Representatives: Ward-Grithth Co. Inc. 


INFORMATION ON SPECIFIC CLASSIFICATIONS AND COMPLETE DETAILS OF THE STAR WEEKLY'S VOLUME MARKET, 


A. ST. GEORGE JOYCE 

PHILADELPHIA, Feb. 13—Arthur 
St. George Joyce, 58, advertising 
manager of the Insurance Co. of 
North America, died Feb. 9 in 
Jefferson Hospital after an illness 
of nine weeks. 

He had been advertising mana- 
ger of the North American group 
for eight years, joining the com- 
pany as publicity director in 1942 
for the celebration of its 150th 
anniversary. 

A native of Ennis, Ireland, he 
came to Philadelphia in his early 
youth. He served as financial 
editor of the Public Ledger and 
as city editor of the Evening Led- 
| ger and the North American. For 
ten years before joining Insurance 
|Co. of North America he was an 
account executive with Foley Ad- 
| vertising Agency here. 

He also was director of publicity 
Looe the Sesqui-Centennial Assn. 
here in 1926, and worked in adver- 
tising and public relations in At- 
lanta. 

Mr. Joyce was a member and 
director of the Poor Richard Club 
and editor of the Poor Richard's 
Almanac. 


WILLIAM S. FORBES 

Boston, Feb. 13—William Stuart 
Forbes, 79, chairman of the board 
and treasurer of Forbes Litho- 
graph Co. here, died Feb. 2 at his 
home in Hamilton, Mass., follow- 
ing a long illness. 

Mr. Forbes became associated 
with his father, William H., foun- 
der of the company, after gradu- 
ating from MIT in 1893. He retired 
as president of Forbes in 1946, 
assuming the duties he held at the 
time of his death. 

During World War I he served 
as chairman of the war service 
committee of the National Assn. 
of Lithographers, and was a mem- 
ber of the War Production Board 
advisory committee for printers 
and lithographers during World 
War II. 


FRANK S. ARCHIBALD 


PHILADELPHIA, Feb. 13—Frank S. 
Archibald, 73, former assistant 
circulation manager of Farm Jvour- 
nal and Pathfinder, died Feb. 4 in 
Hanover, N. H., after a long illness. 
He joined Farm Journal in 1927 
and retired last April 


HAZEL A. ALLRED ; 

Concorp, N. C., Feb. 13—Hazel 
A. Allred, 61, advertising director 
of the Concord Tribune for the 
past six years, died at his home 
here Feb. 8 after a prolonged ill- 
ness. 


D. G. McDONALD 

Detroir, Feb. 13—Donald G. 
| McDonald, 55, sales manager of 
Evans-Brisebois Advertising Agen- 
l cy for 27 years, died Feb. 7 in 
| Mt. Carmel Hospital. 


| 

-R. EMMET EYERLY 

| Berwick, Pa., Feb. 14—R. Emmet 
Eyerly, 63, for the past 35 years 
| publisher of the Berwick Enter- 
| prise, died at his home yesterday. 
He had suffered a stroke Feb. 8. 


E. S. FENTRESS 

Waco, Tex., Feb. 14—E. S. Fent- 
ress, 74, veteran Texas newspaper 
publisher, died of a heart ailment 
today. Mr. Fentress was president 
of the company that operates the 
Austin American and Statesman, 
Port Arthur News and Waco 
News-Tribune and Times-Herald. 


Lucky Tiger Moves Offices 

General offices and manufac- 
turing facilities of Lucky Tiger 
Mfg. Co., Kansas City, Mo., maker 
of Lucky Tiger hair tonic, have 
been moved to 2901 Fairmount 
Ave. Stephen W. Harris, president, 
and Ralph C. Smith, sales promo- 
tion manager, have been recalled 
to active service. Their duties have 
been taken over by other company 
executives. 
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REDESIGNED— Packaging for Borden Co.'s | 
standord ice cream hos been re-styled | 
by Frank Gianninoto to speed brand and | 
flavor identification in self-service cob- 
inets. They'll begin appearing during the 
year, depending on inventories of cur- 
rent packages in Borden localities through- 
out the country. 


Standard Defends 
Big Business in 
Institutional Ads | 


Cuicaco, Feb. 13—‘“In this coun- 
try, a company’s bigness is one of 
the best proofs of its usefulness. 
Companies stay big because mil- 
lions of customers keep them big. 
The same people who helped make 
any business big can make it small | 
again, if they find more satisfac- 
tion in buying the products and | 
services of its competitors.” 

So says Standard Oil Co. (Ind. )| 
in the first ad of its 1951 institu-| 
tional campaign, which appeared | 
in key Sunday newspapers Feb. 11, 
and in some daily newspapers this 
week. 

Across a large map of the U. S., 
the opening ad asks: “Too Big? 
Should it be Split Up?” 

“Of course these are silly ques- 
tions,” says Standard. 


es “One of the best things about the | 
U. S. is that it is big—big enough | 
to supply the needs of 151,000,000 
Americans, and of many millions 
the world over who are semi-de- 
pendent on American products. 
And yet there are some men in 
this country who are critical of | 
bigness. | 

‘‘Big Business’ is their special 
target,” the copy states. “They 
have urged that some of America’s 
leading business organizations be} 
split up, on the grounds that these 
companies are ‘too big’ to serve 
the public interest. 

“They forget that it was the pub- | 
lic’s freedom of choice that made | 
those businesses big. They forget 
that the ability of business to) 
handle big jobs is what helps| 
America in war and serves Amer- | 
ica in peace.” | 


e Standard points out that the U. 
S. is not the biggest country in| 
the world, but it is one of the | 
biggest; the petroleum industry is 
not the biggest in the country, just 
one of the biggest, and “our com- 
pany is not the biggest company in 
the petroleum industry, but it is 
one of the biggest.” 

Standard’s institutional drive, 
using the picture-caption tech- 
nique, will discuss size, profits, 
ownership, employe relations and 
integrations and their importance 
to the company’s progress in free 
American economy. 

Ten monthly ads will appear in 
90 Sunday papers, 58 dailies and 
6 weeklies in the 15 midwestern 
states where the company markets. 
Ads will vary in size from 1,200 to 
800 lines. 

Institutional advertising also is 
slated to run in farm papers and 
trade publications, and will be 


used on Standard’s regular shows. 

Standard’s agency for the insti-| 
tutional campaign is the Chicago 
office of Batten, Barton, Durstine 
& Osborn. | 


Richmark Names Wiley 
Richmark Co., New York, has 
appointed Walter Wiley Advertis- 
ing, New York, to handle its ac- 
count. 


has started in the Grand Rapids | 
area. Radio and television spots | 
will be used shortly in markets 
further west. 


Billpak Wallets to Dunay 

A. & L. Seamon, manufacturer 
of Billpak wallets, has named the 
Dunay Co., New York, to handle 
its advertising. Business papers, 
small space in fashion and general 
consumer magazines, and direct 


| mail will be used. 


| Appoints Jenkins Agency 


Minneapolis Business College 
, has appointed Ray C. Jenkins Ad- 
| vertising Agency, Minneapolis, as 
its agency, effective March 1. 
Newspapers and rotogravure will 


| be used 


A smali-space newspaper | s 
test campaign on Richmark tapioca | 


Oilheating Dealers 


‘Spent More for Ads } 


in ‘50, Study Says 


New York, Feb. 13—Oilheating 
dealers spent $16.30 per oilburner 


| sold and installed in 1950, for ad- 


vertising, according to the annual 
statistical issue of Fuel Oil & Oil 
Heat. This compares with $13.31 in 
1949 and $11.10 in 1948. 

Newspapers were in first place 
again in advertising usage with 
76% of the dealers using them 
regularly, while 40% used direct 
mail, 29% used radio and 67% 
used telephone directory display. 

Dealers sold a total of $404,- 
000,000 worth of oilheating equip- 
ment to home owners in 1950, and 
home heating fuel oil sales amount- 
ed to $1.2 billion, according to the 
publication. 


Cooper Rejoins Grant 


Bernard Cooper, at one time ad- 


Hardware, Flushing, N. Y., 
more recently in the 
department of Gross Distributors 
Inc., has rejoined Grant Pulley & 
Hardware Co. as advertising man- 
ager. 


and 


Joins ‘Town & Country’ 

Earl C. Donegan Jr., formerly 
with Flair, has joined the adver- 
tising sales staff of Town & Coun- 
try, New York. 


vertising manager of Grant Pulley | 


advertising | 


Joins ‘Civil Engineering’ 

Robert S. Cypher, formerly with 
Dun & Bradstreet, has been named 
eastern advertising representative 
of Civil Engineering, published by 
the American Society of Civil 
Engineers, New York. 


Promotes James Fitzpatrick 

James F. Fitzpatrick, a member 
of the eastern sales staff of The 
American Weekly, New York, for 
the past 10 years, has been named 
assistant to the advertising mana- 
ger 
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BY THE MAKERS OF HAMMERMILL BOND 


CATALOG MUST 
el 


SELLS! 


log that brings in the orders 


attention. Ask your printer 
you examples. 


wherever you see 


i otlicentientiantiantio 


“YES! IT HAS A COVER THAT 


PRINTER’S SUGGESTION.” 


that is filed in the wastebasket is 
simply an attractive cover that wins 


And ask him to show you these 
on Hammermil! Cover. You will see 
that any of its eleven lively colors 
or a bright white provides the back- 
ground for designs that catch the 
eye and add just the initial impact 


““MORE ORDERS! OUR NEW 


HAVE SOMETHING!” 


THAT WAS OUR 


Your printer will show you how bright, durable Hammermill Cover 
will put sales pull and long selling life in your mailing pieces 


Often the difference between a cata- 


and one 


to show 


and the life-giving spark you want 
in your direct mail pieces. 

And Hammermil! Cover is long- 
lasting—keeps right on selling for 
you for months after you send it out. 


Select it for booklets, price lists, 


manuals, broadsides, 


You can obtain business printing on Hommermil! papers 


this shield on a print shop window. 


Let it be your asturance of quality printing. 


erro ------- 


Hammermill Paper Company 


1459 East Lake Road, Erie 6, Pennsylvania 


Please send me— FREE 


Hammermill Cover. 


Name 


-the up-to-date sample book of 


self-mailers 


for any advertising piece that needs 
the “sell” provided by a handsome, 
durable cover paper. Ask your printer 
about Hammermill Cover, or exam- 
ine it in your own office. 


Positi 
r 


(P case attach to, or write on, your business letterhead 
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Hoffman Foresees 
Earlier Shortage of 
Radio Than TV Sets 


San Francisco, Feb. 13—A rosy 
picture for television receiver pro- 
duction up to July 1, 1951, was 
painted here last week. 

H. Leslie Hoffman, president of 
Hoffman Radio Corp., predicted 


Specialists on 
SALES PORTFOLIOS 


SERVICE BINDERY CO. 


INC 
2241 S. WABASH AVENUE * 
CHICAGO 16 


CAlumet 5-3224 


output of TV sets in the next six 
months will be 20% to 25% great- 
er than in the corresponding peri- 
od last year. 

Then the axe will fall. Total 
production for the year, Mr. Hoff- 
man estimated, will be about 4,- 
000,000 sets, compared with 7,500,- 
000 in 1950. 

He foresees even greater drops 
in radio production because of 
channeling by manufacturers of 
critical materials, such as cobalt, 
from radio to TV sets. Mr. Hoff- 
man said his company, largest 
manufacturer of television sets 
west of Chicago, already has com- 
pletely abandoned production of 
radios. 

Mr. Hoffman’s forecast for the 
television and radio industry was 
echoed by other panel speakers at 
the Western Winter Market, which 
attracted 13,000 buyers of the 
Western Merchandise Mart. 

Industry leaders more or less 
agreed that most household items 
will be available in quantity for 
the next six months. After that, 
they said, the outlook is gloomy. 


Only exception was Wilbur 
Newman, vice-president of Sloane- 
Blabon Corp. who said, “This will 
be a good year for the linoleum 
industry.” 

The one shortage, he declared, 
is in titanium, used in coloring 
linoleum. Even if this disappears, 
he said, it will mean a shortage 
only in the lighter shades. 


Offers Fair Trade Booklet 


A 16-page four-color cartoon 
booklet emphasizing the benefits 
of voluntary fair trade laws to the 
American public is being offered 
to the nation’s druggists for dis- 
tribution to customers by the Bu- 
reau of Education on Fair Trade, 
New York. Primary aim of the 
book, according to Dr. John W. 
Dargavel, chairman of the bureau, 
is to inform consumers “how fair 
trade benefits them.” 


Tidewater Elects Leonard 


Stanley H. Leonard, general ad- 
vertising manager of the Norfolk 
Newspapers Inc., has been elected 
president of the Tidewater Sales 
Representatives’ Assn. 
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SONG FOR WASHINGTON— Washingtonians gather at the Shoreham Hotel to help 


Simon Distributing Co., 


Washington crea Motorola distributor, launch its “write a 


song for Washington” contest. At the piano is Secretary of the Senate Leslie Biffle, 


and standing: James H. Simon, president of Simon Distributing Co.; 


Pau! Galvin, 


president ct Motorola; Philip L. Graham, publisher of the Washington Post; and J. 


Edgar Hoover of the FBI. 


The contest ideo dawned when Simon wrote the Post 


that he is embarrassed at Motorola's distributor conventions because distributors of 

most states have a state song to sing. Motorola is permitting Simon to divert co-op 

advertising fund to prizes and promotion of the contest, which closes Feb. 22. The 
promotion is handled by Henry J. Kaufman & Associates. 


Sets Caulking Campaign 

A nationwide campaign urging 
home owners to caulk their homes 
against rain and cold is planned by 
Gibson-Hohmans Co., Cleveland, 
maker of caulking compound. The 
drive, to break early in April 
through Gregory & House, Cleve- 
land, will use magazines, trade 
publications, newspapers, direct 
mail, displays and radio. Television 
is being considered. 


Two Appoint Lovick Agency 

James Lovick & Co., Toronto, 
has been appointed to handle the 
advertising of Harrison Hot 
Springs Hotel. The agency’s Van- 
couver office has been appointed 
by Bloedel, Stewart & Welch, 
whose operations include timber 
holdings, pulp mills, sawmills, 
shingle mills, and logging opera- 
tions. 


Home Planners to Get Book 


Westinghouse Electric Corp. has 
published a 24-page book intended 
to guide home-planners in modern 
design for kitchens and laundries 
and in proper lighting. It will be 
distributed through 1951 editions 
of Home Owners’ Catalogs, sent by 
the F. W. Dodge Corp., New York, 
to families planning to build qual- 
ity homes. Fuller & Smith & Ross, 
Cleveland, is handling the West- 
inghouse promotion. 


To Aubrey, Moore & Wallace 


Donald McGuiness has joined 
the farm equipment division of 
Aubrey, Moore & Wallace, Chicago. 
He was formerly a partner of 
DeMunn & McGuiness Inc., agri- 
cultural specialist. Mervin A. 
Hasselmann, formerly with Davee, 
Koehnlein & Keating, also has 
joined the agency. 
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*Indicates first listing in this column. 
Feb. 27. New England Newspaper Ad- 


vertising Executives Assn., 
Boston. 

Feb. 28. Associated Business Publica- 
tions, clinic meeting, Drake Hotel, Chi- 
cago. 

March 3-8. Advertising Specialty 
tional Assn., spring meeting, 
House, Chicago. 

March 6-7. Chamber of Commerce of 
the United States, 7th national marketing 
conference, Fairmont Hotel, San Francis- 


Parker House, 


Na- 
Palmer 


March 12-13. American Management 
Assn., marketing conference, Waldorf- 
Astoria, New York. 

March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
D. Cc. 


March 28-31. Assn. of National Ad- 
vertisers, spring ting, The H stead 
Hot Springs, Va. 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women's 
Club Conference, Washington, D. C 

April 2-5. Premium Advertising Assn. 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising, Waldorf-As- 
toria, New York. 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla. 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago. 

April 17-20. American 
Assn., packaging conference, 
City, N. J. 

*April 19-21. American Assn 
vertising Agencies, 33rd annual 
tion, The Greenbrier, White 
Springs, W. Va. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland. 

April 29-May 2. National Newspaper 
Promotion Assn... annual convention, 
Wardman Park Hotel, Washington, D. C 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va. 


Management 
Atlantic 


of Ad- 
conven- 


May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York. 

May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago. 
May 31-June 2. National Sales Execu- 


tives convention, Waldorf-Astoria, New | 
York. 
*June 1-3. National Business Publica- 


tions, spring meeting, The Homestead, Hot 
Springs, Va. 

June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver. 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers. 3ist annual 
convention, Mount Royal Hotel, Montreal. 
Can. 

June 25-27. Newspaper Advert sing Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver. 

July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18. 

Sept. 17-21 
of America, 
tennial Exposition, 
York. 

Sept. 23-28. Advertising Specialty 


Premium Advertising Assn 
New York Premium Cen- 
Hotel Astor, New 


Na- 


tional Assn., annual convention and Spe- | 


cialty Fair, Palmer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York. 

Oct. 13-16. Mail 
Assn., 30th annual 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. 
67th annual 
Chicago 

Oct. 15-16. Agricultural Publishers 
Assn., annual meeting, Chicago. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Nov. 12-15. Financial 
Assn., annual convention, 
Beach Hotel, Hollywood, Fla. 

December ‘date not yet set). American 
Marketing Assn., winter conference, Ho- 
te' Kenmore, Boston. 


Advertising Service 
convention, Hotel 


Inland Daily Press Assn., 
meeting, Congress Hotel, 


Public Relations 
Hollywood 


Waters Advances Hirschberg 
Sanford L. Hirschberg, who 


joined Norman D. Waters & As- 
sociates, New York, in 1949 as a 
vice-president, has been elected 
executive vice-president and di- 
rector of the agency. 


Lewyt Makes Daily a V. P. 
Walter J. Daily, 
formerly man- 
ager of the vac- 
uum cleaner di- 
vision of the 
Lewyt Corp. 
Brooklyn, N. Y., 
has been named 
vice-president in 
charge of that 
division. Before 
joining Lewyt, 
Mr. Daily was 
advertising direc- 
tor of Bendix 
Home Appliances and sales pro- 
motion and advertising manager 
of the refrigeration division of 
General Electric Co. He super- 
vised all GE appliance advertising 
for four years. 


Top Ad Students Will Get 
Trip to London in July 

Two top students of the adver- 
tising and selling class of the Ad- 
vertising Club of New York will 


Walter J. Daily 


be given a round trip and $50! 
expense money to the International 
Advertising Conference in Lon- 
don, July 7-13, provided they are 
between 18 and 28 and engaged in | 
some branch of the advertising 
business. 

While in England the winners! 
will be guests of the British Ad-| 
vertising Assn. for two weeks. The | 
New York students will be among 
30 who will represent the U.S. 
About 33 countries have been 
asked to send young people in ad- 
vertising to the conference. Win- 
ners will be decided by an essay 
contest. Horace H. Nahm, presi- 
dent of Hooven Letters, is chair- 
man of the New York Advertising 
Club’s advertising and selling! 
course. 


Gradle Joins ‘Companion’ 

Michael V. Gradle, formerly as- | 
sistant account executive with 
Foote, Cone & Belding’s Chicago 
office, has joined the Chicago ad- | 
vertising sales staff of Woman’s| 
Home Companion. | 


Gair Names John Driscoll 

John Driscoll, formerly assistant 
to the general manager for folding 
cartons of Robert Gair Co., New 
York, maker of paperboard, fold- 
ing cartons and shipping contain- 
ers, has been named general! sales 
manager of the folding cartons di- 
vision. 


| Piel Bros. Promotes Two 

Thomas Hawkes, formerly 
wholesale manager of Piel Bros., 
Brooklyn brewer, has been ap- 
pointed assistant general sales 
manager. Archie Ignatow, for- 
merly assistant wholesale shipping 
manager, has been named whole- 
sale manager. 


HIGH QUALITY 
LOW COST 


Q@nd Richt Q¢ 


SHOPPING NEW 


Sulphur | 


reporter is the city editor’s 


but 


Reporter is 
both work for 


A Reporter reporter reported that the Reporter could 


use an experienced reporter. 


Sounds like double-talk, 


but the meaning is clear. It’s clear because capital and 
lower-case initials are used properly. 


When you refer to Coca-Cola by its friendly abbrevi- 
ation, Coke, your meaning is clear only if you use a 
capital “C.” Coke is a proper name—a synonym for 
Coca-Cola. And correct usage calls for the capital 
initial always. With a lower-case initial, the word 
stands for something else entirely. 


Also, Coke is a registered trade-mark. Good practice 
requires the owner of a trade-mark to protect it dili- 


THE COCA-COLA COMPANY 


gently. So, for this reason as 
usage and proper usage, we 


Mm ‘tt, 


well as to encourage clear 
keep asking you to write 


Coke with a capital “C”’—please. 


Ask for it either way 
... both trade-marks 
mean the same thing. 


CM 


REG US Pat OFF 


‘Coke | 


REG. US. PAT OFF. 


B08 


Lo 


SIE IOT 


Capi, Patebl 
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Sponsors ‘Harmony House’ 

American Vitamin Associaies, 
Los Angeles, has signed to sponsor 
“Harmony House” on the full Don 
Lee Network of 45 stations, plus 
the Mutual Intermountain Group 
and Arizona Network, from 4 to 
5 p.m., Sundays. Products pro- 
moted will be Orvita and Thya-| 
vals. “Harmony House” is a re- 
corded and transcribed package. | 
Counselors Advertising, Holly- 
wood, is the American Vitamin 
agency. 


OUR PROCESS 


* = 


ON DUPLICATE COLOR PRINTS 


Our coier control method enabdies us to copy 

vour original color prints, retaining all the 

color and detail in the original, with such 

exactness that retouching on the duplicate is 
ed 


National advertisers find our process makes 
big savings in time and retouching costs, 
when duplacates are needed for offset or let- 
terpress plates or when re-proportioning of 
original color prints is necessary. 

Je guarantee satisfaction OR YOUR 
MONEY BACK. Write for FREE sample 
and prices. 

CHAS. W. BURGESS Ellertson-Burgess 


S18 Fifth Ave. S. iene Minn 


WASHINGTON, Feb. 12—The ex- 
istence of an exhaustive report on 


interlocking directorates in major | 
industries was made known | 


U. S. 


| 


for the first time last week, in the| 


annual report of the Federal Trade 
Commission. 

Covering 1,000 of the largest 
manufacturing corporations and 
some 330 non-manufacturing corp- 
orations, the full report still is 
not available. But a summary, con- 
tained in the commission's annual 
report, says the interlocks, particu- 
larly those involving sellers and 
buyers, open the way for prefer- 
ential and exclusive dealing rela- 
tionships. 

FTC conceded that the majority 
of the “interlocks”—in which di- 
rectors of competing firms sit side 
by side on boards of a third firm— 
are within the law. 


es One of the few major industries 
with a clean bill of health in the 
FTC study is printing and publish- 
ing. Of this industry, FTC said: 


FTC Reports on Interlocking Directorates 


“There are no directly interlocked 
directorates and relatively few 
significant indirect interlocks.” 
FTC found “a chain-like network 
of interlocking directorates” in the 
paper and allied products industry, 


| connecting 22 of the 31 large com- 


panies with one another. “There 
was no one company from which 
these interlocking relations radi- 
ated,” the report said. “The ties 
were as characteristic of the small - 
er as the larger companies.” 

The food industry “exhibited 
an extensive array of interlocking 
directorships,” FTC said. “In the 
meat-packing branch, Armour & 
Co. was indirectly interlocked 
with the third and fourth largest 
packers; three of the largest meat 
packers had indirect ties with three 
of the largest bakers. Armour and 
Swift had direct 
equipment manufacturers. 


es “Three of the ten largest dairies 
were directly or indirectly inter- 
locked with each other; the three 


ATTLE 


LOS ANGELES 


BOSTON 


NEW YORK 


ST. LOUIS 


STOP-WATCH TIMING FOR ANY 
DISTRIBUTION ACROSS THE NATION! 


Now—no matter where you are located 
—through Emery’s Timed Delivery Plan, you can reach every 


other point in the country simultaneously with: 


Publishers’ promotion 
material 


Direct mail 
Samples 


Merchandising literature 
Point-of-sale material 

Small replacement parts 
Product-conversion parts 


In fact, anything normally shipped via parcel post can now 
move at air speed and low cost! 


Get ready now for your next sampling 
campaign, advertising campaign or national dealer contact. 
Beat competition to the punch ... reach your dealers simul- 
taneously with stop-watch timing! Let an Emery Timed De- 
livery man help plan your next distribution schedule! Get 
the facts now on Emery’s Timed Delivery Plan. 


Call your nearest Emery office or mail this coupon today ! 


SR 


| EMERY Air Freight Corporation 


Timed Delivery Department 


801 2nd Avenue, 
Telephone: OR 9 


| Please send me, 


copy of your new 


Timed Delivery Plan.” 


Name 
New York 17, N. ¥. 
1020 Address 
without charge, a City 


folder “‘The Emery 
State 


heen cence emp connec ane eunecaamameennae enn ameennenn 


EMERY ux FREIGHT CORPORATION 


“THE WORLD'S FASTEST TRANSPORTATION SERVICE” 


General Office: 801 2nd Avenue, New York 17, ORegon 9-1020 
Offices in Boston, Buffalo, Chicago, Cincinnati, Cleveland, Dalles, Detroit, Newark, Los Angeles 
Milwaukee, Philadelphia, Pittsburgh, St. Louis, San Francisco, Washington, D, C. 
Agents in all other major cities and towns in the U.S.A, 


interlocks with 


LANOLIZED—Hickok Mfg. Co. will introduce its antique lanolin-treated belts with 
this four-color page, tipped-in vertically, in the March 19 issue of Life. Kastor, 


Farrell, Chesley & Clifford, New York, is the agency. 


| largest dairies were also indirectly makers were found to be directly 
| interlocked with General Foods interlocked, and big oil companies 


Corp., Standard Brands and Best 
Foods. The largest of the dairy 
products companies was indirectly 
interlocked with the two largest 
baking companies.” 

Among the types of interlocks 
were (1) between competitors; (2) 
between companies in closely re- 
lated lines of production; (3)be- 
tween companies with the same or | ajjen B. DuMont Laboratories Inc., 
similar problems; (4) between fast Paterson, N. J., has launched 
companies and their suppliers or a two-month promotion for its 
customers; (5) between manufac- dealers and distributors, empha- 
turing companies and financial in- sizing DuMont electronic tuning 
stitutions. Often the interlock was devices and “leadership in big- 
through a financial institution, Screen television.” Full-page ads 


are said to be tied together by in- 
direct interlocking directorships, 
joint ownership of affiliates and 
by memberships on the boards of 
big banks. 


DuMont Receiver Sales Unit 
Launches Two-Month Drive 


The receiver sales division of 


which had directors on boards of rg adage rth gh er 
competing companies. in 34 major TV market areas also 
have been scheduled and eight 
| television trade publications and 
promotional kits will be used. 
Campbell-Ewald Co., New York, 
is the agency. 


|@ Other highpoints: 
Six of ten big producers of bak- 
jery products were “tied together”; 
16 of 23 top sugar companies had 
“direct or indirect ties”: and eight 
of 23 large beverage products com- | Appoints David Pretz 
panies had ties. The survey also! David P. Pretz, formerly an ac- 
studies corporate directorship pat-| count executive of the Pittsburgh 


terns in steel, nonferrous metal,| Sun-Telegraph, has been appoint- 
electrical and machinery indus- ed an account executive of Asso- 
tries. ciated Advertisers, Harrisburg, Pa. 


The agency has moved its offices 


It said four big electrical ma- from 315 to 320 N. Second St. 


|chinery manufacturers—GE, West- 
|inghouse, Western Electric and 
| RCA—“were indirectly interlocked 
|on a multiple basis through six 
large commercial banks, two of the 
largest insurance companies, a 
public utility, a railroad and an in- 
dustrial company.” 
Auto manufacturers 


Elects Maltby Stevens 


Maltby Stevens has been elected 
president of International Silver 
Co., Meriden, Conn. He succeeds 
his brother, Evarts C. Stevens, who 
has been named to the newly cre- 
ated position of chairman of the 


and board. 


paris 


we & 4-2 


To Dixie’s Big New Key Market 
...The Miami (Dade County) Area 


For a quarter of a century, 
WIOD has received recognition 
from every corner for the service 
rendered this community. 


And, WIOD’s good programming and 
know-how have been important factors 
in the establishment of thousands 

of brand names in this...the South’s 
fastest growing...Key Market. 


We can sel! for you, too. For 
the details, just ask our Rep... 
George P. Hollingbery Co. 


JAMES M. LeGATE, Genera! Manager 


5,000 WATTS + 610 KC + NBC 
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Bakelite and Mathes 


Emphasize 


Fifth Annual Dinner 
Characterizes Relation 
of Company and Agency 


New York,-Feb. 13—Successful 
client-agency relations may be 
summed up as efficient teamwork. 
It is purely a matter of good hu- 
man relations, the subordination 
of individual egos for the good of 
the team. 

That is the opinion of Allan 
Brown, vice-president, director of 
public relations 
and general ad- 
vertising mana- 
ger of Bakelite 
Co., a division of 
Union Carbide & 
Carbon Corp., 
who explained to 
AA today why 
Bakelite gave a 
luncheon recent- 
ly for the key 
members of J. M. 
Mathes Inc., the 
company’s agency. 

The Mathes organization has| 
handled Bakelite advertising for| 
the past five years. At the end of | 
the first year of the relationship, 
Bakelite gave a luncheon to all of | 
the agency’s personnel that had | 
worked on the Bakelite account. 
The following year, Mathes in- 
sisted on playing host. Since then, | 
at the beginning of each new year 
client and agency have alternated 
in sponsoring the “get-together” 
luncheons. 


Allan Brown 


@ “They have worked out even 
better than we had anticipated,” 
Mr. Brown, who originated the 
idea, said. “The original purpose 
was to get acquainted. I thought it 
would be a good idea for our key 
personnel to meet and get to know 
their opposite numbers on the 
agency’s staff. 

“During the first year many of 
them had done business together 
largely by phone but had never 
met. Of course, the principals had 
held conferences, but many of the 
people behind the scenes, so to 
speak—copywriters, artists, layout 
men and technicians—never had 
any personal contact either with 
those who supplied them with ma- 
terial or with those who had the 
final say on their work.” 

Bakelite Co. manufactures var- 
ious types of Vinylite and Bake- 
lite plastics used as the raw mate- 
rial of literally thousands of plas- 
tic products, both in the consumer 
and in the industrial field. It is 
a highly technical chemical and 
engineering organization. In its 
advertising it uses consumer mag- 
azines, industrial publications, bus- 
iness papers, catalogs and director- 
ies, direct mail, trade and indus- 
trial exhibits, house organs and 
industrial films. 


es Its sales force is not like most 
sales forces: All sales represent- 
atives are engineers and techni- 
cians who render engineering 
service to customers and potential 
customers. They are not expected 
to get an order every time they 
make a call. There is frequently a 
time lag of months before a con- | 
verter of plastic raw materials or-| 
ders Bakelite’s thermoplastic or) 
thermosetting products in the) 
manufacture of the goods he is 
processing. 

This complicates the advertising 
problem. The Mathes organization 
was chosen by Bakelite five years 
ago, Mr. Brown said, because it 
had been handling advertising for 
Union Carbide and knew the cor- 
porate setup. In addition, it was 
an agency equipped to handle both 
consumer and industrial adver- 


tising. 


Teamwork 


Each sales division is integrated 
with research, development, and 
manufacturing. But as far as ad- 
vertising is concerned, for exam- 
ple, all technical information nec- 
essary for a campaign or an ad is 
digested by the division's techni- 
eal staff and turned over to the 
agency’s copy department. 


es After the agency develops this 
into copy and layouts, these are 
submitted to an approval commit- 
tee consisting of top management, 
general counsel, patent attorneys 
and production engineers, together 


| with the division’s sales and adver- 


tising managers and the general 
advertising manager. 


At the annual client-agency 
luncheons the year's work is re- 
viewed and current problems dis- 
cussed. The company’s 1951 ad- 
vertising program for the first six 
months has been clearly mapped 
out, Mr. Brown said. But it is 
subject to change because of 
current conditions. He said he does 
not expect any drastic change as| 
the result of conditions caused 
by the present emergency. 

While he declined to name the 
amount of the company’s 1951 ad- 
vertising budget, he admitted it is 
not less than last year’s budget 
and some aspects of the advertis- 
ing program “may be more vigor- 
ously developed this year.” 


Joins ‘Metal Progress’ 

John F. Tyrrell, formerly re- 
search metallurgist for Solar Air- 
craft, San Diego, has been named 
eastern representative of Metal 
Progress, with headquarters in 
New York. 


Western Appoints Woodhull 


William T. Woodhull, formerly 
with Walter E. Barber Associates, 
publishers’ representative, has 
been named eastern manager of 
Western Associated Farm Papers. 
- \ to have his office in New 

ork. 
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| Hoggson to ‘Everywoman’s’ 

MacLean Hoggson, recently a 
vice-president of McCall — 
and advertising director of Red- 
book, has been named vice-presi- 
dent and assistant to the president 
and publisher of Everywoman’s 
Magazine, New York. 


You 


- 


Published by Parents’ institute, Inc, publishers of PARENTS’ MAGAZINE 
52 Vanderbilt Avenve, New York |7* Ationte * Boston * Chicage * Los Angeles * 


now a monthly magazine 


Reaches 250,000 new and expectent 
mothers... jvst when interest in boby 


ted by 370 leading stores end 45 majer 
diaper services. Special mer- 
chandising helps ond lecal tie- 
ins give point-of-sale support. 


new ond expectant mothers 
through YOUR NEW BABY! 


YOUR NEW BABY 


end services is et peak! Distriby- 


con reoch ond sell more 
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for GRiT-advertised 


28% sales increase in 2-year period 


“stove-for-heating”’. 


Consistently advertised in GRIT, this stove registers consistent gains in the GRIT market. 
GRIT Families, in 16,000 True Small Towns, show their confidence in GRIT-advertised 
products where it counts the most...at the point of sale!...56% of GRIT Families own 
Mechanical Refrigerators, 92% own Electric Irons, 85% own Electric Washers, 54% own 
Vacuum Cleaners, 99% own Cooking Ranges. 


WILLIAMSPORT, PA. 


Ask Osborn, Scolaro, Meeker & Scott 


for the GRIT Reader Survey 


S| Kes dee Ie a) 
Bs & aac gee 


Small Town America's Greatest Family Weekly 
—with more than 600,000 circulation 


SHORT CLOSING DATE: LAST FORMS CLOSE MONDAY PRECEDING DATE OF ISSUE! 
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Hopalong and Banks Join to Promote Savings 


Cuicaco, Feb. 13—Hopalong 
Cassidy, under a plan developed by 
Bar 20 Inc. here, is now invading 
the banking field. Bar 20, which is 
handling franchise arrangements, 
has devised an eight-piece West- 
ern “thrift kit” and an over-all 
promotion package designed “to 
first develop thousands of chil- 
dren’s accounts, and then pro- 
vide the children with incentives 
to increase the size of their ac- 
counts.” 

Financial institutions in 15 states 
have already signed up for the} 
club. Bar 20 has prepared the kit 


posters, cards and other promo- 
tional aids for the use of partici- 
pating banks. 

The promotional drive is tied to 
the 63 TV stations, 152 radio sta- 
tions and 155 newspapers that car- 
ry the Cassidy movies, programs 
and comics. Bozell & Jacobs here is 
the agency for Bar 20. 


s Franchises for the savings clubs 
are being made on an exclusive 
basis in each city. Costs are de- 
termined by the size of the bank 


|and the number of children de- 


portant club papers.” 

The children are then urged to 
“win high honors in Hoppy’s ex- 
citing Savings Rodeo.” This is an 
incentive scheme to boost the size 
of the children’s accounts by of- 
fering higher ratings and new 
badges for regularity and size of 
saving. 


Rapid Film Names Kameny: 
Plans Expanded Service 

Rapid Film Technique Inc., New 
York, inventor of Rapidweld and 
Rapidtreat, has appointed Sey- 
mour Kameny Associates, New 
York, to handle its advertising and 
promotion. Rapidweld and Rapid- 


positing under the plan. 
Here’s how the plan works: 
Children are encouraged to join 
the Hopalong Cassidy savings club | 
by simply opening an account) going work mostly for industries, 
“with as little as $2.” When they  fjjm libraries and educational insti- 


What Do You Know about “=: iwc : nora | 
oin, they’re given a special Hoppy | tutions, will expand into other 
DOOR-TO-DOOR | savings bank and pass book. Then, | fields having need for its scratch- 
SELLING? from Hollywood, Hoppy himself; removal and _ scratch-preventive 


sends the kids the Western thrift | Services, such as television stations 
D fant Mitel 1 kit, including a savings bank that = Be megedh gg Ry EK an 
as DIRECT SELLING — is building | !°0Ks like Hoppy, a secret code, | sumer photography magazines, 
iant volume quickly for many manu- |™embership certificate signed by | business papers and direct mail. 
acturers. It may be your answer to | Hoppy, a welcoming letter from | 
dwindling volume, vanishing profits, Hoppy, a club membership card, | Appoints Walter Miles 
soaring costs, and cut-throat competi- 7 official badge in Hoppy’s Sav-| Pacific Regional Network, Hol- 
tion. Direct Selling is fully ex ay lings Rodeo, a record chart and|lywood, has named Walter Miles 


in fascinating booklet—mail as account executive under sales 
Please write on your letterhead. | book, an autographed picture of manager Ted McMurray. Mr. 


OPPORTUNITY MAGA Hoppy, and a Hopalong Cassidy Miles was formerly sales repre- 
Dept. A—S4, 28 E. Jackson Blivd., GAZ INE | Mail Pouch for the “storing of im-| sentative of Daily Variety. 


treat are exclusive processes used 
by the company to remove and 
prevent scratches from new and 
used motion picture film. 

The company, which has been 


and attendant materials, and also 
has produced a series of newspaper | 
ads, radio and TV commercials, | 


Florida is one of America’s Big, 


Important, Fastest Growing 
Markets and... 


Wr mew et 


Even a quick look at sales 
statistics on Florida will show you 
what you get in the territory 
covered by Florida’s three big 
morning newspapers—80" ,! 
80.47°, of Florida’s total retail 
GET YOu sales, 80°, of the general merchan- 
dise sales, 81.13°,, of food sales, 
80°, of drug sales, and 81.1°,, of 
furniture sales—even 80°, of the 


effective buying income! 


» FLORIDA TIMES-UNION 


Jacksonville . national Representative - Reynolds - Fitzgerald, Inc 


TAMPA MORNING TRIBUNE 


National Representative - Sawyer-Ferguson-Walker Company 


National Representative - Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 


—" 


Corp.'s Highland line of stationery; 


Eaton Paper Tells 


Factors Involving 
New Package Design 
PITTSFIELD, Mass., Feb. 14— 


When Eaton Paper Corp. decided 
to re-design the packaging for its 
best-selling line of Highland sta- 
tionery last summer, five selling 
characteristics were found to be 


demand. 

Eaton’s continuing studies of 
consumer habits showed: 

1. The stationery was bought 
mostly for personal use. 

2. Since cut prices were never 
used as a sales approach, and re- 
tailers had a steady demand for 
the product, few merchants pro- 
moted them vigorously. 

3. Writing paper was gaining in 
importance as a gift item. 

4. The mass market was becom- 
ing more fashion conscious. 

5. Letter writing was becoming 
more of an everyday experience 


(the market for personal writing 


| paper would increase). 


e The results of these observations 


‘influenced Eaton in restyling the 


line. Eaton decided to: 

Make the boxes equally desir- 
able for gifts and personal use. Re- 
tain the family feeling throughout 
the line, but give each of the four 
papers in the line a distinct per- 
sonality. Make them neither exclu- 
sively masculine nor feminine in 
appeal. Make it easy for the sales- 
person to distinguish the boxes by 
color. These objectives must be ac- 
complished, said the company, 
without adding a premium cost for 


: | the campaign. 
indigenous to Highland consumer | 


EATON’S DESIGNS—On the left, the old package design used for Eaton Paper 


on the right, the redesigned boxes. 


, packaging. 
In marketing the new line, Eaton 


chose Highland linen, the best 
| known of the Highland finishes, to 


| spearhead local promotion. An as- 
| sortment box, at a special promo- 
| tional price of $1, was advertised 


in four-color magazine pages last 
fall. Trade publications, direct 
mail, mats and point of purchase 
material were used to supplement 


es The new Highland designs have 
retained a related theme (see cut), 
but at the same time, Highland lin- 
en, deckle, vellum and air mail 
have been given an individuality 
that reflects the personality of each 
paper. 

Eaton’s 1951 national ad drive in 
magazines will break late in March 
and will continue throughout the 
year. Dealers are currently receiv- 
ing promotional helps. H. B. Hum- 


| phrey Co., Boston, is Eaton’s agen- 
cy. 


|M-G-M Radio Adds Two Shows 


| Two new syndicated programs— 
ia 30-minute musical package 
featuring Gracie Fields and a three 
times weekly 15-minute show with 
John Nesbitt—have been added to 
the list of Metro-Goldwyn-Mayer 
Radio Attractions, New York. The 
|M-G-M roster already includes 
eight programs which are made 
available to local stations through- 
out the country. 


To Bermingham, Castleman 

| Wilson Products Co. has ap- 
pointed Bermingham, Castleman 
& Pierce, New York, to direct ad- 
vertising for Wil-Hold bob pins. 
Media schedule has not yet been 
decided. 


what my braves can do for you. 
All ‘um SIX services in one teepee. 
Make job go like swiftest arrow. 


TYPOGRAPHY 
PHOTOGRAPHY 
ELECTROTYPING ~ 


Chief Pontiac 


saya: look ‘um 


You try ‘um soon—catch 'um 
heap satisfaction! 


40 years 
of dependable 
quality and 

service 


COLOR PROCESS 
PHOTOENGRAVING 


| 


PONTIAC 


812 West Van Buren Street + Chicago 7, Illinois 
Telephone HA ymarket 1-1000 


ENGRAVING & 
ELECTROTYPE CO. 


. SSS sere ll ee een 
: a a Advertising Age, February 19, 1951 
3 ee |. |= 
j e Poa, - - . oe : a 
‘ a , ; ~ Sar) 2 2 iq 
| em yi om — : Benes: 
[ee] | ror. oe % -@ 
: 48) 3 = ¥ *F. 
Sn i “- meas ] a eed : 4 — eeY 
——/ (ae . 8 WE 
“a eee 
: ee 
: — , 3 — 
a /gedS ~ ' 
4 a : 4 | 
4 I ip, | APA . ‘ Js 
4 os Vi | | 
dq q oo) 
4 (i Sale, | , 
q i ooking | | 
¢ ¥ A . 
2 
| y a 
| F — 
 & p) 
R > ~ | 
* me 5 
4 3 aw _ | 
| oF ; | 
( ~ £ : : : & a ee Mi . ‘ 
| MIAMI HERALD i 
| i dectamedl Ss | * i 
Paps) 0 208 Be oe ae Vs oa a Oe ee Re cia hes | a ge ie tis, Mea ae nega ee en ek iin terete + — a pies 2) en 2 5 


Ap, «habla 


Advertising Age, February 19, 1951 


12-Month Indianapolis Lighting Test 
Greatly Boosted Sales, NEMA Says 


New York, Feb. 13—Final re- 
sults of 12 months of industry pro- 
motion of planned lighting in In- 
dianapolis show an increase in 
sales of industrial and commercial 
lighting fixtures of about $400,000, 
the industrial and commercial 
lighting equipment section of Na- 
tional Electrical Manufacturers 
Assn. announced last week. 

The test sponsored by NEMA 
and conducted by the Electric 
League of Indianapolis began in 
October, 1949, and _ continued 
through September, 1950. It was 
preceded by a survey of the mar- 
ket, from which certain bases were 
set up as benchmarks. 

During the test year, total in- 
dustry sales in the U.S. were 34% 
below those of the base period 


(Jan. 1, 1948-June 30, 1949), ac- | 
cording to NEMA market statistics, | 


while test city sales were 29% 
greater than those of the base per- 
iod. 


e A lighting and sales course for 
contractors, wholesale salesmen, 
architects and manufacturers’ rep- 
resentatives, and advanced train- 
ing in lighting technique, greatly 
improved the quality of installa- 
tions, the report says. 

During the year, Indianapolis 
Light & Power Co. prepared two 
and a half times as many lighting 
layouts as in the year before the 
test. Planned lighting centers were 
installed in each wholesaler’s place 
of business to stimulate trade in- 
terest. 

In addition to placing advertis- 
ing and publicity releases in lo- 
cal newspapers and the use of ex- 
tensive direct mail advertising, 
meetings were held with several 
neighborhood business organiza- 
tions at which slide films of 
planned lighting installations were 
shown. These meetings were fol- 
lowed up by calls on retailers. 

Special attention was given 
to schools, with the result that 12 
schools with a total of 90 class- 
rooms were relighted to IES. 
recommended standards. 


e The greatest result of the cam- 
paign, according to the committee, 
was the general improvement in 
lighting layouts and the installa- 
tion of jobs as planned. There was 


a definite indication, the report 
says, that the trade had stressed 
the benefits of planned lighting in 
contrast to “selling down.” 

Suggestions for other programs 
to stimulate the market for 
planned lighting are now being 
studied by the association. 

In its conclusions, the committee 
stresses the difficulty of maintain- 
ing interest in such a program 
over a period as long as a year, 
and recommends more intensive 
drives over shorter periods. Pro- 
motion must be supported by sales 
calls at the time of the promotion, 
the report says. It also points out 
that any good promotional material 
can be used effectively provided 
it is not expected to do the actual 
selling. 

“The test city campaign,” the 
committee finds, “had as its core 
an educational course in lighting 
and in selling. The combination 
was good. It demonstrated clearly 
the need for more work of this 
kind.” 


Peter Paul Shifts Officers 


John H. Tatigan, vice-president, 
Peter Paul Inc., Naugatuck, Conn., 
candy manufacturer, has been 
elected president of the company. 
He succeeds George Shamlian, who 
has been named to the newly cre- 
ated position of chairman of the 
board. Guerin B. Carmody, a mem- 
ber of the board and chairman of 
the executive committee, has been 
appointed executive vice-president, 
succeeding Mr. Tatigan. 


Worthington Boosts Llanso 


J. J. Lianso, since 1947 vice- 
president if d manager of Worth- 
ington Ltd., Buenos Aires, has 
been appointed general export 
manager of Worthington Pump & 
Machinery Corp., Harrison, N. J. 
A graduate of Massachusetts In- 
stitute of Technology, he has been 
associated with Worthington since 
1929. 


WPIX Signs Chesterfield 


WPIX, New York, will televise 
the home games of the New York 
Giants for the third consecutive 
year under the sponsorship of 
Chesterfield cigarets. The series— 
placed through Cunningham & 
Walsh—opens April 20 and calls 
for 77 home games, 14 of them at 
night. 
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Filmack Offers You 
America’s Lowest Cost 


1335 S. Wabosh Ave. « 


Wade te Order 


TV FILM 


COMMERCIALS 


Here’s how FILMACK serves you faster! 
Our large staff and extensive facilities are geared 
to do fine quality work at top speed. 
Here's how FILMACK saves you money! 
We do all of our own typesetting, artwork, pho- 
tography, special effects, voice recording, music 
and laboratory work. 
Through 32 years of specialized low cost movie- 
making we've learned to deliver high quality 
inexpensively and to pass the savings on to you. 
Let us quote on your job today! 
One minute TV commercial with audio as low 
as $150.00. 

Send us your script or idea 


FILMACK 


Telephone HA 7-3395 a 
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Berg Joins McGraw-Hill 


promotion manager of Electrical 
Russell Berg, former assistant Construction & Maintenance and 
|to the president of Schwab Bros. Electrical Wholesaling, McGraw- 
Co., New York, has been named Hill publications in New York. He 


75 


succeeds William C. Pirie, who has 
joined the headquarters staff of 
the National Assn. of Electrical 
Distributors. 
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You can buy RANCH AND FARM NEWS (First Sunday each month) 
in combination with the daily Fort Worth Star-Telegram either 
Morning or Evening at these attractive combinations: 


Star-Telegram RANCH AND FARM 
NEWS in combination with Evening 


Star-Telegram 
Total Circulation ____ 


(Evening Circulation 89% Retail 
Trade Zone) 


Combination pick-up either 


Merning or Evening, 3 


prior or 3 days following 
RANCH AND FARM NEWS 


EXTRA 
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VALUE! 
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A TWO-WAY COMBINATION 


DAY LEEWAY... 


. 67c per line 
snenssinss DT GID 


Star-Telegram RANCH AND FARM 
NEWS in combination with Morning 
Star-Telegram ................. 67c per line 
Total Circulation 325,218 
(Morning Circulation 57% 
Urban & Rural) 


Star-Telegram RANCH AND FARM 
NEWS (single issue) ____. 50c per line 
Total Circulation —._.______ 210,551 
ABC Statement Ending Sept. 30, 1950 


days 


(44% URBAN AND RURAL) 


WITH OVER 78,199 


RESIDENTIAL RANCHERS AND FARMERS 


Effective Buying Income (1949) 46.1% of Texas... $3,813,968,000 


Food Sales (1949) 48.1% of Texas 
Drug Sales (1949) 52.2% of Texas 
General Merchandise Sales (1949) 59.6% of Texas 
Furniture — House — Radio (1949) 44.3% of Texas 
Gross Farm Dollars (1949) 61.6% of Texas 


651,234,000 
115,221,000 
495,925,000 
128,563,000 
1,173,165,000 


I. E. McWHIRTER 
Advertising Manager Ranch & Farm News 


The FORT WORTH 
STAR-TELEGRAM 


AMON G CARTER. publisher : : 


eS. GWv 


LARGEST CIRCULATION IN TEXAS! 


Over 200,000 (net paid) DAILY AND SUN- 
DAY without the use of contests, schemes or 
premiums... “Just a Newspaper!” 
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Illinois Central Reaches Centennial 


Its First Ads Offered 
Jobs at $1.25 a Day; 
Starts New Campaign 


Cuicaco, Feb. 12—The Illinois 
Central Railroad, which at one 
time was described as “the only 
railroad that went from nowhere 
to nowhere,” celebrated its 100th 
anniversary last Saturday, and is 
telling the nation about it with 
an extensive advertising and pro- 
motional campaign. 

It was on Feb. 
the Illinois state legislature is- 
sued a charter for the IC, which 
was to become the first land grant 
railroad in the U.S. The charter 
said the road would be 705 miles 
long, making it the longest rail- 
road in the world at that time. 


10, 1851, that 


@ Because there were only about 
160,000 people in Illinois in 1851, 


the IC started advertising immedi- | 


ately, running newspaper ads of 
two types. The first offered jobs 


at “good wages” ($1.25 per day) | 


to laborers who would come to 
Illinois to help build the railroad. 
The fare from New York to Chi- 
cago, the ads pointed out, was 


CALL 


COPELAND 


for displays 


Seececcescosooase® 
Your dealers sell more of your products 
when you give your dealers selling displays. 
COPELAND DISPLAYS, INC. 
537 WEST S3rd STREET, NEW YORK CITY 


| only $4.75. 

The other ads were aimed at get- 
| ting people to come to Illinois and 
settle down, so that the IC could 
| sell the land adjacent to its right 
| of way, and also get people who 
| would give the new road some 
| business. 
| These ads called Illinois “the 
| Garden State,” and stressed the 
| fact that fertile farm land could 
be had for from $8 to $12 an acre. 

The railroad recruited both its 
| labor and its settlers from all over 
| the eastern U.S. and from most 
| European countries, with one en- 
| terprising contractor alone bring- 
ing 1,000 laborers all the way from 
| Ireland. 
|@ These and countless other epi- 
sodes in the railroad’s long and 
colorful history are recorded in 
“Main Line of Mid-America,” a 
highly entertaining history of 
Illinois Central, which has been 
published as part of the centen- 


| 


| nial program. 


Written by Carlton J. Corliss, 
| who was given the assignment by 
|IC almost three years ago, the 
| beok in parts reads like exciting 
fiction, and contains little-known 
| stories about Abraham Lincoln, 
Stephen A. Douglas, Henry Clay, 
Andrew Jackson and many more 
famous names. Published by Crea- 
tive Age Press, the book sells for 
$4.75. 


@ To tell its centennial story to the 
nation, IC has scheduled page 
color ads in 12 magazines, plus 
, 1,000-line ads in 42 newspapers in 
what are termed “off-line” cities. 
In addition, the same 1,000-line ads 
will appear in the 450 on-line daily 
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100-YEAR SPAN—Both the Illinois Central Railroad and advertis- 
ing techniques have come a long way in the last 100 years, as 
evidenced by these two IC ads. The one on the left appeared in 


Godey’s Lady's Book 


and weekly newspapers that carry| continued uninterrupted since that 

IC’s regular schedule of advertis-| time, and is believed to be the 

ing. | longest regular institutional cam- 
Illinois Central started a regular | paign ever conducted by a rail- 

schedule of institutional advertis-! road. 

ing in 1920, shortly after the na-| 

tion’s railroads were released from | ® Ads this year will feature the 

government's control following the Centennial, and insertions are 

first World War. scheduled once a month. In met- 
This schedule of ads, ropolitan areas 600-line ads are 

in all on-line used, while papers in smaller 

areas carry 330-line insertions. 


running 
newspapers, has 


PAUL H. RAYMER CO. National Sales Representatives. 
Affiliated with the Worcester Telegram — Gazette. 


WORCESTER 


580 KC 5000 Watts 


Each year, *IC’s institutional 
campaign employs a different 
theme. One year it will attempt to 
show what improvements in physi- 
cal equipment the road has made, 
while another year it will try to 
explain the economics of running 
a railroad. 

The basic purpose behind the 
campaign since it was “fathered” 
by George Crowson, assistant to 
the president of IC, has been to 
make the railroad’s operations un- 
derstandable to the public. Mr. 
Crowson also is chairman of the 
centennial committee, which has 
been making centennial celebra- 
tion plans for more than two and 


circa 1855, while the full-color ad on the 


right, calling attention to the railroad’s centennial, is running in 
current issues of several magazines. 


one-half years. 

Before World War II, IC used 
magazines and radio spots to 
stimulate passenger traffic be- 
tween here and Florida, New Or- 
leans and the Gulf Coast, but 
stopped it after the war because 
these resort areas were then getting 
all the tourist business that they 
could handle with their present 
facilities. 


s To carry its centennial promo- 
tion to all the communities along 
its 6,000-mile line, IC has im- 
printed its centennial medallion on 
sticks, playing cards and other 
matchbooks, napkins, swizzle 
items used on trains. 

The medallion has the IC in- 
signia on the front and a map 
showing all IC lines on the reverse. 
It also will be made up in bronze, 
in various sizes, for distribution to 
both customers and employes. 

Larger medallions (11” in diam- 
eter) will be embedded in large 
limestone slabs, boulders or wal- 
nut panels and presented to those 
communities along the IC line that 


Engraving and Electrotyping 
under one roof means 
faster — better 


service for you. 


filebe Engraving 


and Electrotype Company 


Black and White —4 Color Process 


| HA 7 =5305 711 SO. DEARBORN STREET - CHICAGO 5 
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request them. The markers will be| 
presented to civic officials at cere- 
monies to be arranged by division- 
al superintendents. 

Several newspapers and trade 
publications are planning special 
Illinois Central editions during 
1951, and both Modern Railroads 
and Railway Age have devoted 
their February issues to recogni- 
tion of the centennial. } 

Climaxing the centennial pro- | 
motion will be a banquet at the} 
Palmer House in Chicago on Feb. | 
16, to which approximately 1,000 | 
civic and business leaders in the 
Chicago area have been invited. 

Caples Co. here, Illinois Cen- | 
tral’s agency, has collaborated 
with the convention committee and 
IC’s public relations department 
in working out all the details of | 
the centennial promotion. 


4A’sBoardSays 
2% Cash Discount 
Cuts Credit Losses 


New York, Feb. 13—The 2% cash 
discount on national advertising 
has been listed by the board of 
directors of the American Assn. of 
Advertising Agencies as the main 
reason in holding credit losses 
down, and a contributory factor 
to the “remarkable” financial sta- 
bility of national advertising. 

Member agencies, according to 
the board, have developed and 
placed with media about $15 bil- 
lion of advertising in the past 20 
years. 

“Credit losses to media on this 
volume of advertising have been 
about $250,000 or only one 500th 
of 1%,” the Four A’s board said. 

In the same period, the agencies 
themselves suffered credit losses of 
about $5,100,000, far more than 
media losses, because agencies as- 
sume the financial responsibility 
for their clients, but it is still only 
one 30th of 1%. A credit loss 
of one-half of 1% is considered 
good in most businesses, the board 
pointed out. 


@ The Four A’s record was attrib- 
uted mainly to: | 

1. Prompt collections by agencies 
from their clients, made possible 
by the payment stimulus of the 
2% cash discount. 

2. Limiting of credit losses by 
the warning that agencies receive 
if a client passes the discount date. 

According to Four A’s records, 
this financia] safeguard has now 
been adopted by 95% of all daily 
and Sunday general newspapers, 
95% of farm papers, 93% of gen-| 
eral magazines, 83% of the busi- 
ness publications which allow 
agency commission, all four na- 
tional radio networks and three 
television networks. 

Among individual radio and TV 
stations and transportation adver- 
tising companies, however, adop- 
tion has continued to be slow. 


Promotes Paterson Plan 

The Paterson Plan, city-wide 
mobilization of industrial re- 
sources for defense production 
which has been launched by the 
Paterson, N. J., Industrial Commis- | 
sion to help local manufacturers 
secure defense sub-contracts, is 
being promoted in metropolitan 


' dailies this month. United Adver- | 


a 
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tising Agency, Newark, is handling | 


the campaign. 


Arrow Returns to TV 

An alternate week TV schedule | 
is planned by Cluett, Peabody & | 
Co., which is expected to return to 
TV as co-sponsor of “Holiday 
Hotel” (ABC-TV) in mid-March. 
Packard Motor currently airs the 
show every week. Young & Rubi- 
cam services these accounts. 


Kennedy Joins Maxon 


Earl Kennedy, formerly of 
Young & Rubicam, has joined 
Maxon Inc., New York, to head 
the agency’s radio-TV production 


activities. } 


WARM-UP—Getting in trim for an appearance on “Studio One” (CBS-TV) with on merly on the MOT Forum Films 

appeal for the Heart Fund drive, of which W. R. MacDonald of Westinghouse is staff, and Shirley Potash, formerly 

chairman, Milton Berle gets a laugh from Thomas P. Losee, McCann-Erickson; J. M. an assistant to Oscar Hammerstein 
Il. 


March of Time Appoints 
Seven in TV Department 


March of Time, New York, has 
announced seven appointments in 
the television department. Tom 
Buscemi, a MOT assistant film 
director, becomes assistant direc- 
tor of television, and Fred Feld- 
kamp, formerly chairman of the 
editorial board for the cinema di- 
vision, is now script supervisor for 
TV. New film editors for the TV 
department are John Dullaghan, 
with MOT for 16 years, and Jack 
Bush, formerly a film editor. Ed- 
itorial associates are Hope Thomp- 
son, formerly an editorial re- 
searcher; Barbara Feldman, for- 


McKibbin, Westingh t; and A. Scalpone and Chester A. Posey, 
McCann-Erickson vice-presidents. 
Biow Promotes Winsor 
Appoints von Zehle Agency Lund Agency Names Miller | Roy Winsor, a free-lance writer 
Merritt-Chapman & Scott Corp., Lund & Heitman Advertising and producer before joining Biow At Bookstores Everywhere $3.00 


industrial, building, 
heavy construction, 


vage and heavy hoisting, has of Station KPOA, Honolulu, as ager of the agency’s radio-TV de- 
placed its advertising with Wil- account executive and radio direc-| partment. The vacancy was created 
liam von Zehle & Co., 


marine and Agency, Honolulu, has named Jack Co., New York, last September, 
marine sal- Miller, formerly account executive | will take over the duties of man- 


CHARLES SCRIBNER'S SONS © 


New York. tor. | by the death of Tom Revere. 


G. always takes drastic measures if someone forgets 
Solid Cincinnati reads the Cincinnati Enquirer” 


Combined ¢ = and Retail Trading 

e Circulation Worth a double-take! More and more and 
more...Cincinnati is a morning-newspaper 
town! Today, the Cincinnati Enquirer 
has the largest combined city and retail 
trading zone circulation of any Cincin- 
nati daily. 


Represented by Moloney, Regan and Schmitt, Inc. 
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Esser to Heating Publishers 


Albert C. Esser, formerly cir- 
culation manager of Haire Publi- 
cations, New York, has joined 
Heating Publishers, New York, as 
circulation director in charge of 
subscription and book sales for 
Fueloil & Oil Heat, Gas Heat, Bea- 
con Boiler Reference Book and 
Fueloil & Oil Heat Buyer’s Guide 
& Industry Directory. 


Biscuit Maker Names Cole 

Southern Biscuit Co., Richmond, 
Va., manufacturer of cookies, 
crackers and other bakery prod- 
ucts, has named Edward E. Cole 
to the newly created post of field 
sales manager. Mr. Cole will con- 
tinue direction of the merchandis- 
ing and sales promotion depart- 
ments. 


a o- a 

$SRUCDER CEMENT co. 
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ARTISTS APRIL RIALS 


New York's Largest Funeral Home 
Departs from Usual Mortician Ads 


By LAWRENCE BERNARD 

New York, Feb. 13—Last week, 
Walter B. Cooke Inc., “New York's 
largest funeral directors,” used 
borderless ads for its regular news- 
paper insertions, the first time in 
more than 35 years. The ads are 
‘n a sense a test campaign to give 
Cooke insertions a fresh approach 
from the usual stereotyped morti- 
cian’s ad. 

Making a funeral director's ad 
stand out is a difficult task, since 
the business in no way lends itself 
to the distinctive or unusual] with- 
out violating someone’s sense of 
good taste. In fact, occasionally the 
simplest of advertising ABCs 
backfires when applied to this pro- 
fession. 


e Francis L. DeVallant, advertis- 
ing manager for Cooke, gave AA 


TOP-RATED or 2x PLACE 
quarter hours between 6 A.M. 
and 8 P.M. than any other 
BALTIMORE RADIO STATION® 


Again and again we've proved it— 
WFBR is Baltimore's Best Buy for 
sales-minded advertisers! The headline 


tells its own story. 


For amplification, 


explanation and demonstration, ask your 
John Blair man—or in Baltimore, call 
for a WFBR salesman! 


Naturally, WFBR-built shows like Club 
1300, Morning in Maryland, It’s Fun 
to Cook, Nelson Baker Show and 
others have a lot to do with that ARB 
report. Ask about them, too! 


*Monday thru Friday, Oct.-Nov. 1950 ARB Report 


ABC BASIC NETWORK @ 5000 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


an example. 

“Some years ago when I was 
directing advertising for another 
company, we decided to distribute 
some direct mail circulars. A num- 
ber of people objected to our ad- 
dressing ads of this nature to them. 
We decided to drop the names off 
the envelopes and address our mail 
to the ‘occupant.’ So far as I know, 
no one objected to that.” 

Many funeral directors use di- 
rect mail but Cooke does not. “I 
think funeral] advertising should 
be in a large part institutional since 
we're really selling a feeling of 
confidence toward a service which 
deals with human sensibilities and 
therefore becomes much more in- 
timate than most,” Mr. DeVallant 
said. 


ws Cooke's advertising budget is 
about $200,000 a year, with news- 
papers getting the major share. 
The rest of the budget is divided 
between religious publication ad- 
vertising, religious calendars sent 
to churches, appointment books to 
physicians, and memorial and 
prayer cards, usually left in the 
chapels. Cooke did use car cards 
and outdoor for a while but has 
since dropped both. 

It’s a problem to tell just which 
advertising is most profitable for a 
company of this nature. Mr. DeVal- 
lant freely admits that insertions 
are placed mostly “with a blind 
faith in the fact that people read 
newspapers.” 

Last November, Cooke returned 
to foreign language advertising 
after a layoff, this time in four 
media. Again, because of the bus- 
iness peculiarities, it’s difficult to 
determine what the effect of these 
ads will be. 


s Cooke claims to be “New York’s 
largest” by virtue of the fact that 
it performs one of every ten funer- 
als, some 7,000 last year. (With a 
sense of impropriety, Mr. DeVal- 
lant quietly remarks that 1950 was 
an “off-year”.) The company be- 
lieves that its success is due to 
advertising emphasis on a low-cost 
all-inclusive service. 

“A funeral costs between $150 
and $825, depending entirely on 
the type of casket,” Mr. DeVallant 
says. “Everything else about the 
service is the same, regardless of 
cost.” 

When Cooke was founded in 
1915, the advertising copy theme 
was “A complete funeral for $150.” 
It still holds true. 


s Cooke's nine funeral homes are 
those of just one of the many fu- 
neral directors in the Greater New 
York area, who are estimated to 
number between 1,600 and 1,700. 
Mr. DeVallant explains the sur- 
prising number, pointing out that 
many operators are nothing more 
than individuals with a state li- 
cense and sign in front of their 
homes, who perform occasional 
services. 


“These morticians employ ‘free- | 


lance’ licensed trade embalmers 


| 


| 


when they are engaged for a serv- | 


ice,” he says, somewhat embar- 
rassed at the use of the word. 
Overhead is the largest single 
cost to a funeral director. The net 
profit for most is quite low, de- 
pending mostly on volume. 


e How does one become advertis- 
ing director for a funeral director? 

To begin with, there aren't 
enough to wonder about. Mr. De- 
Vallant, who has been in the field 
some 30 years, can think of only 
three other morticians with ad di- 
rectors. A precise dresser, but in no 
way funereal (at our interview he 
wore a brown nail-head pattern 
suit, brown striped shirt and brown 


| 
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Tae A-B-C of Funenat Cost 


The selective price range shown 

here is the Preseatacon 

of funeral cost in New York City 

a 
Cith covered caskets 1150 te 1755 

Satt Gan 1705 te 008 Seid Mamegany 495 te | 75 
‘Sone Capper: trem 675 20 Gange Stes! 1445 te 1675 
fmsledong (athe! amd protective smtervane pom 
any local bepital or revidemen: wee of all funeral 
fashion, bears amd ome cometary. 


Walter B.Cooke.... 


Mew York's Lergest Funere! Directors 
@utens rumeeat nomes 


et Magee 
(POMEL ™ RANMATIAN SRONE  SROOHITH QUEENS 


LOW COST—This is a typical Wolter B. 
Cooke ad, placed in New York news- 
papers, stressing the low cost and all- 
inclusive services of the funeral director. 


tie with a silver clasp), he actually 
has wandered somewhat astray 
from his chosen vocation. 

As high school student in a small 
village in upstate New York, he 
worked parttime for the local 
funeral director, decided to became 
an embalmer, and got his license. 
In World War I he enlisted in the 
graves registration service on the 
promise of getting experience in 
the practice of his trade. 


e After the war he affiliated with 
a funeral director who wanted 
someone to handle promotion in 
spare time. It shortly became a 
fulltime job for Mr. DeVallant, 
who has not practiced embalming 
for 20 years, though he still has a 
license. 

As one might expect, the funer- 
al business has its heart-rending 
moments as well as the oddly 
humorous situations. 

Mr. DeVallant recalls the pathet- 
ic instance when a young woman 
became terribly distraught because 
she was not allowed to touch a 
corpse. She walkec into a funeral 
parlor asking permission to do so 
because a friend had told her that 
was the only way to cure a wart 
on her hand. Or the time a whole 
family positively refused to enter 
a funeral home, believing the 
smoke coming from a furnace to 
be from a crematorium. 


e On the lighter side, Mr. DeVal- 
lant remembers a morbidly amus- 
ing incident from his neophyte 
days. The funeral director in his 
home town, being a promotion- 
minded progressive individual, 
took occasion to announce through 
ads in the daily that at the Sun- 
day interment he would employ a 
newly invented automatic lowering 


device. 

Funerals being what they are in 
a small town, everyone turned out, 
some to pay their respects, others 
to observe the brand new lowering 
device. 

Keenly aware of the occasion, 
the director proudly started the 
mechanism and was horrified to 
see the casket suddenly plummet 
to the bottom of the grave, due to 


|}a loose connection. 


“He felt like jumping into the 
grave after the coffin,” Mr. DeVal- 
lant says, “but that was nothing 
compared to how he felt after the 
service when he overheard two old 
ladies, habitual] funeral attendees, 
discussing the service. 

“Said one to the other: ‘I think 
I liked the old way better’.” 


Lannon Heads Art Service 


Lannon, Roman & Thompson, 
art service, has been dissolved and 
its interests have been taken over 
by J. A. Lannon Inc. Mr. Lannon 
was art director on the Lucky 
Strike account when it was han- 
dled by Foote, Cone & Belding. 
With an augmented staff he will 
continue to conduct “a complete 
creative service” at 15 W. 46th St., 
New York. Paul Roman has formed 
a similar service in Newark, N. J. 


Art Directors Plan Lectures 


In conjunction with the 30th an- 
nual Art Directors Exhibition of 
advertising and editorial art at 
Grand Central Galleries, New 
York, in May, the Art Directors 
Club plans a series of three meet- 
ings on the function of advertis- 
ing art. These will deal with agen- 
cy problems in layouts, illustra- 
tions and photography. 


Sive Agency Changes Name 


Sive & Rosenfield, Cincinnati 
agency, has changed its name to 
Leonard M. Sive & Associates. 
Abe Rosenfield, vice-president, re- 
cently resigned to become adver- 
tising manager and public relations 
director of Welch Grape Juice Co., 
New York. 


‘Pathfinder’ Names Barnwell 


James Barnwell, on the Phil- 
adelphia sales staff of Pathfinder, 
has been named manager of the 
publication’s Cleveland office. He 
replaces Robert Watts, who has 
resigned. 


Seaboard Names Curran 


Charles W. Curran, formerly 
head of a sales promotion service, 
has joined Seaboard Studios, TV 
and commercial film producer, 
New York, as sales manager. 


Outdoor’s got sales-power! 


COVERAGE. When Chrysler an- 
nounces a mighty new engine, it’s 
only natural they choose Outdoor 
...a mighty medium! For nearly 
all who go outdoors, see Outdoor 
Advertising. And they see it not 
once, but over and over again. 
When you want to reach more 


people, more often, for less money 
...use GOA Sales-Power. Gen- 
eral Outdoor Advertising Co., 515 
Loomis St., Chicago 7, Il. 
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FATHER’S DAY 


SUNEIT 
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TO DAD--A WONDERFUL PARTY 


READY FOR JUNE—The theme, “A good 

heme means good citizenship,” is incor- 

porated in the official Father's Day 

poster, which is available in various sizes 
for retailers’ use. 


Record for Complex 
TV Remote Show Set 
by Richfield Oil 


Los ANGELEs, Feb. 13—What is 
believed here to be the most ambi- 
tious and involved TV program on 
record was presented to the south- 
ern California viewing audience 
recently. It was the bi-weekly 
“Success Story” of Richfield Oi: 
Corp., which originated from the 
steel mills of Kaiser Stee] Corp. at 
Fontana, Cal. 

The one-hour show was picked 
up from three separate locations, 
each a half-mile apart. Because of 
the distances involved, it was nec- 
essary for the KTTV production 
crew to use microwave links be- 
tween the control point of the show 
and two other camera locations. 

The focal point was the open 
hearth at the mill. Other locations 
were at a blast furnace and the 
blooming mill. Transmitting dishes 
were mounted on top of each of 
these structures to beam the sig- 
nals to receiving dishes on top the 
open hearth building. Combined 
with the two-camera setup at the 
open hearth, four cameras were 
in action. 


s Audio signals were a problem 
met by the installation of a com- 
munications system to enable cam- 
era movements and cueing on 
split-second timing. This installa- 
tion alone is said to have cost 
$1,000. 

Because of its location, and the 
lack of microwave equipment, 
facilities for transmitting the sig- 
nal to the KTTV Mount Wilson 
location were also found to be in- 
adequate. This was solved through 
the telephone company, by using a 
special process of double transmis- 
sion and signal pickup, utilizing 
telephone lines, with the picture 
and sound signal being sent to 
nearby Mt. Diablo, then to the cen- 
tral office of the telephone com- 
pany for transmission to the KTTV 
master contro] room. 

Richfield’s new “Success Story” 
program (AA, Dec. 11, ’50) each 
week does a remote broadcast 
from some company’s plant in this 
area. It is an institutional show on 
“the free American way of doing 
business.” There are no commer- 
cials during the program. 

Hixson & Jorgensen, the Rich- 
field agency, produces the show. 


Airline Names Jonathan 


Mid-Continent Airlines, Kansas | 
City, has named Norton H. Jona- | 
than, formerly head of his own | 
publicity and radio promotion 
concern in Chicago, as assistant | 
to the publicity director. He suc-| 
ceeds James G. Swarts Jr., who! 
has resigned to join Cumerford 
Ine., Kansas City public relations 
company. sf 


St. Louis TV Set Total Up 

According to the Union Electric 
Co. of Missouri, the number of 
television sets in the KSD-TV, St. | 
Louis, area as of Feb. 1 was 254,- | 
000. 


Macaroni Week Scheduled 


National Macaroni Week, spon- | 
sored by the National Macaroni | 
| Institute, has been set for Oct.) 


18-27. Plans call for full-scale 
advertising, merchandising and 
publicity support from the maca- 
roni industry, plus advertising sup- 
port in all media from producers 
of other foods which are com- 
monly served with macaroni, spa- 
ghetti and egg noodles. Special 
merchandising material is being 


| prepared for retailers. 


Re-Admits Wolfe Agency 

Re-admission of Wolfe-Jickling- 
Conkey Inc., Detroit, to member- 
ship in the National Advertising 
Agency Network has been unani- 
mously approved. The network has 
a total of 28 member agencies in 
the principal marketing areas of 
the U.S. and Canada. 


Transfers Curtis Harrison 

Curtis J. Harrison has been 
transferred from California to the 
eastern office of Super Market 
Merchandising, as eastern adver- 
tising manager. 
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MORE POPULATION ‘cnsus" 


71,592 


LUB”™ CK COUNTY, 100,549 


AND HE'S ONE OF OUR 354,000* SUBSCRIBERS 


YOU DON'T KNOW 


Wel Prather 


.... BUT WE DO! 


He's One of 4,000 Employees 
At Link-Belt in Indianapolis ... 


Mel and his fellow-workers at Link-Belt—one of the world's largest manufacturers of elevating, conveying 
and power transmission equipment—are earning good money and have steady jobs. With thousands more 
employed by a hundred diversified industries in the Heart of Hoosierland, they form an all-important market 


for every type of manufactured product. 


They are reasons why Marion County has an effective-buying-power average of $5,705! per family and stands 
eighth among the nation's 32 largest metropolitan counties in retail sales per family as well as eighth in effec- 


tive buying power! 


Like Mel Prather, our Hoosier workers have a high level of spendable income left for new cars, refrigerators, 
television sets and other luxuries after they have provided generous quantities of food, clothing and neces- 


sities for their families. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY 


*Publisher’s statements, 6 months ending September 30, 1950 
+Sales Management's ‘‘Survey of Buying Power.” 
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| “publicity. _. or long-range 


campaigns for brand-name 


goods, services and 
_organizations. Geared to 
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* FRANKLIN 2-5100 = CHICAGO + NEW YORK 
. M. B. ROTMAN, PRES. 


| Arbitration Board Grants 
Wage Hikes to AP Employes 


General wage increases, rang- 
ing from $3 to $5.50 weekly, have 
been awarded by an arbitration 
board to editorial and general of- 
fice employes of the Associated 
Press who earn less than $145 
weekly. The board also increased 
weekly salary minima oi news men, 
radio news men and photographers 
with six years’ experience from 
$110 to $120 in New York, Chicago 
and Washington. 

Wage terms were submitted to 
arbitration by the AP and the 
American Newspaper Guild (CIO) 
last Nov. 6 after management and 
the union failed to reach an 
agreement. The ruling is retroac- 
tive to Nov. 5, and increases are 
subject to authorization by the 
Wage Stabilization Board. 


K. C. Has 100,600 TV Sets 
Greater Kansas City television 
receiver distributors report that 
there were 100,600 television sets 
in the Kansas City area as of Feb. 
1. This represents an increase of 
7,430 receivers since Jan. 1. 
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Advertising and Promotion Credited with 
Boosting Merrill Lynch to Profit Record 


New York, Feb. 15—The inten-, ploys 3,389 persons, of whom 41% 
sive selling job done through ad- lare women, in its 106 offices in 
vertising, promotion and employe | 101 cities in 35 states, Washington 
education is credited by Win-| and Havana, Cuba. 
throp H. Smith, managing partner| Its budget for advertising, re- 
of Merrill Lynch, Pierce, Fenner &| search and publications is $1,840,- 
Beane, world’s largest brokerage 000. Of this amount, $433,000 was 
house, for the organization’s rec-| spent in 1950 for space in news- 


ord profit of $12,544,090 last year, 
which compared with a net of | 
$2,404,170 in 1949. 

“Ten years ago there was no | 
black ink,” Mr. Smith reported | 
in referring to the company’s 
first annual report covering the 
last nine months of 1940. It showed | 
a loss of $308,000. 

Total income in 1950 of $45,655,- | 
142 almost doubled the $25,053,- 
315 reported for 1949. Operating 
expenses of $28,275,250 compared | 
with $21,202,806 in °49. 


@ Indicative of the magnitude of 
Merrill Lynch's operations, it em- 
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True . . . with this exception. Our displays, labels and 
packagings are always stopping tides . . the tremendous 


tides of shoppers flowing in and out of stores all over America. 
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papers and magazines. 

The brokerage house runs ads 
on the average of once a week in 
150 newspapers and keeps rec- 
ords of responses received. It runs 
monthly ads regularly in Bar- 
ron’s—National Business & Finan- 


cial Weekly, Forbes, Newsweek, 
|The New Yorker, Magazine of 
Wall Street, Time, and United 


States News & World Report, as 
well as in a number of commodity, 
banking and securities business 
papers. 

Albert Frank-Guenther Law 
Inc., Merrill Lynch's agency, pre- 
pares an average of 200 indivi- 
dual ads annually for Merrill 
Lynch’s advertising program. 


s Virtually all of the company’s 
research is tied in with its adver- 
tising program and is considered 
as an integral part of its promotion 
activities. In addition, the broker- 
age house publishes “Investor’s 
Reader,” a fortnightly, each issue 
of which is distributed to about 
75,000 readers; it issues special 
reports on operations, trends and 
earnings of particular industries 
for investors; and it wil} soon re- 
lease a movie called “Fair Ex- 
change,” which will attempt to 
show how a family, by sound in- 
vestments, pulled itself out of 
debt. 

In the field of employe educa- 
tion, the brokerage house has 
taken the story of securities invest- 
ment into mills and factories with 
marked success and also conducts 
courses for its own employes. Be- 
ginning March 19, the first of three 
training classes wiil start with 35 
student-employes, of whom 10 to 
15 will be women. Last year 91 
men were graduated from the com- 
pany’s training school. 

In 1950, Merrill Lynch did 10.2% 
of the round-lot business on the 
New York Stock Exchange, com- 
pared with 9.3% in °49. 


s In a recent letter to the com- 
pany’s thousands of customers, 
Charles E. Merrill, directing part- 
ner, estimated that personal sav- 
ings in 1951 will amount to $10 
billion. More than $140,000,000 a 
month is flowing into pension 
funds, he said, pointing out that 


| all of it has to be invested. 


He estimates that there will be 
$7 billion more money in the hands 


Consolidated’s point-of-purchase aids have what it takes to 
make ‘em stop __ step up to the counter . . . and wait their 
turns to buy. Leg-work, brain-work and know-how do it. 
Consolidated’s Marketing Division pounds pavements to get 
the facts about product and market. Gray matter and the 
experience of our creative specialists translate these facts 
into point-of-purchase aids that give products a definite 
competitive advantage. Could your line use a boost like this? 
If so, then it's time for you to phone Consolidated. 


No obligation, of course. 


C 0 NSO LIDAT FD 1 ithographing Corporation — 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 


This trim counter dispenser holds three 
sizes of Jergens Lotion in a compact 
step-back construction designed by Con- 
solidated. An extra “sleeve’’, to slide 
over the back panel, adds many months 
of life to this colorful display. The copy 
used ties in closely with current Jergens 
advertising. Jergens’ advertising agency 
is Rob’t. W. Orr & Associates. 
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New label (lower right) as designed and 
prod d Cc lidated, brings this 
line of Heublein Soups “into the family”. 
A fine adaptation of the design now ap- 
pearing on all Heublein Cocktail Mixes, 
the new label employs yellow, black, 
vermillion and gold plus embossing. It's 
a real stand-out at the point of purchase. 


of consumers this year than there 
will be goods and services to buy. 
“In the simplest terms,” he 
says, “this means that for every 
$200 in wages that Americans will 
have to spend, stores will have 
for sale—at present prices—only 
$198 worth of merchandise.” 


Sutton, ‘Montreal Gazette’ 
Ad Manager. V. P., Retires 


William J. C. Sutton, viee-pres- 
ident of the Gazette Printing Co. 
and advertising manager of the 
Montreal Gazette, will retire at the 
end of this month. Mr. Sutton, who 
jhas been ad manager since 1916 
| and vice-president since 1946, will 
| continue as a director of the com- 
pany. 

Allan B. Wilgar, who for the 
past 16 years has been manager of 
| the paper’s Toronto office and is 
now assistant advertising manager, 

has been named to succeed Mr. 
Sutton. 


Promotes Henry Woodbridge 


American Optical Co., South- 
bridge, Mass., has promoted Henry 
|S. Woodbridge, with the company 
since 1941, to the position of vice- 
president and director of the busi- 
ness development and business re- 
| search department. 
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Frank H. Lee Co.'s Two Hat Lines 
Get Largest Ad Budget in Industry 


Pre-Shaping Was Key 
of Rejuvenated Sales 
During World War Il 


By Joun CRICHTON 

New York, Feb. 15—The Frank 
H. Lee Co. came late to advertising, 
but it is currently the top spender | 
in the hat field, and it is making 
capital out of a feature that caused 
only snickers in the hat business 
when it was first announced. 

(Adam Hat Stores spends more | 
than other hat manufacturers, but 
sells through its own stores. See 
below.) 

The 85-year-old company began 
national advertising just ten years 
ago, and the direction of its pro- 
motion has rested with only two 
agencies, William H. Weintraub 
Co. and Grey Advertising Agency. 
Grey now handles the hatter. 

Also, the company has been a 
heavy investor in radio, a relative- 
ly strange choice for a company 
in the men’s wear business. 

For background, Frank H. Lee 
Sr. founded the company in Bethel, 
Conn., in 1866, moved the plant 
to Danbury (its present site) in 
1890. His sons now run the com- 
pany—Frank H. Lee Jr. is chair- 
man of the board, having been 
successively a shop worker, treas- 
urer and president; Thomas F. Lee 
is treasurer, and James B. Lee is 
president. 


e The company is controlled by a 
single family. It has no annual 
report and is tight-lipped about 
production and sales figures. Those 
that follow in this article are the 
estimates of the industry, except 
for the advertising expenditures 
reported by Publishers Informa- 
tion Bureau. 

Lee is now conceded to be one 
of the “big three” hatters, the 
other two being Hat Corp. and 
Stetson. Lee produces millions of 
fur felt bodies, selling many to 
milliners and other hatters. It pro- 
duces and sells directly Lee and 
Disney hats. 

Disney hats are supported by a 
50-50 cooperative advertising pro- 
gram. Lee hats carry no co-op 
arrangement, and are sold with a 
heavy national advertising invest- 
ment. 

This two-brand arrangement is 
fairly standard in the hat field; 
Stetson also sells Mallory, and Hat 
Corp. sells Knox ind Dobbs hats. 


@ In 1949, Lee hats carried the 
third highest expenditure in ad- 
vertising in the men’s wear field, 
topped only by Cluett, Peabody & 
Co. and Van Heusen. That year 
some $458,687 was devoted to ad- 
vertising, and the 1950 expendi- 
ture was “well over $500,000.” 

This expenditure is concen- 
trated in network radio, where the 
company sponsors Robert Mont- 
gomery’s commentary on a full 
ABC network; it furnishes Lee 
newspaper mats and a large point 
of sale kit to dealers, and adver- 
tises in men’s wear business 
papers. 

Lee is convinced that radio pays 
off. When Montgomery made four 
announcements of a fashion book- 


Presumably this is because, while 
Adam makes hats, it sells them 
through its own stores, not inde- 


pendent retailers as do the other | 


hatters. 

Adam says it spent “about $1,- 
000,000” in 1950, most of it in 
network radio, with the remainder 
in display and other media. 

The budget this year will be 
about the same, with three-quar- 
ters of the budget ticketed for 
newspapers—but it will be placed 
by the stores at the retail rate. The 
remaining quarter will be spent 
in Life, Jane Shaler, advertising 
manager for Adam, says. 


e As was said earlier, the con- 
version to advertising came fairly 
late. But it was timed with a 
change in marketing. Lee officials 
are convinced that the hat buyer 
is increasingly brand conscious, 
and that they accurately forecast 
a basic shift in the marketing of 
men’s hats. Having successfully 
diagnosed the change to mean that 
men were switching to advertised 
hats, they plunged into advertising. 

At the same time, however, they 
developed the pre-shaped hat. 
What this means is simply this: 
The classic method of selling hats 
was for a salesman to pluck a hat 
from the shelf, crease it and hand 
it to the customer to try on. The 


‘50 Hat Ad Expenditures* 


The Top Four Hatters, Split 
Between Radio and Magazines 


Adam Wat (Radio) ............. $440,927 

Lee Hats (Radio) ...... 412,504 

Hat Corp. of America (Magazines) 184,474 
Cava oes 3,950 
Dobbs Hats & Caps for Men 73,414 
Dobbs Hat Gift Certificates 

(Men & Women) 12,340 
Dobbs for Women 8,200 
Duntap for Men ..... 12,300 
Knox Gift Certificate (Men & Women). 12,300 
Knox for Men ...... : -. 61,970 

Stetson (Magazines) 344,754 
Mallory Gift Certificate (Men & 

Women) .... vee ‘ 12,664 
Mallory Hats for Men 94,750 
Stetson Gift Certificates (Men & 

Women) . -.. 11,940 
Stetson Hats for Men 216,600 
Stetson Hats for Women 800 


8, 
*Radio figures are for time only. All data from 
PIB. 


let, one on each of four consecutive 
programs, it drew 25,000 requests, | 
many from dealers. 


salesman knew how to shape the 
hat, and it held that shape until 
the buyer rammed it into the edge 
of his car while he slid into the 
seat, or until the children got hold 
of it. Thereafter, it probably 
never had the same spruce creases 
the salesman put into it. 


s Early in the war, a town in the 
Midwest (nobody remembers 
which one) was selected for a test. 
To retailers in that city, Lee be- 
gan shipping hats which had the 
creases made in the factory, pre- 


shaped. 


That hat had two obvious ad-| 


vantages: It didn’t require a sales- 
man to have as much skill (and 
many skilled salesmen were off 
toting rifles) and it speeded up 
the whole transaction, which en- 
deared it to big department stores 
and men’s wear chains. Finally, 
and most importantly, the cus- 
tomer loved it. 

The hat industry generally did 


TV TRY-ON—Assembled at Wallach’s for the television try-on which the chain store 
worked out with Lee and RCA, are: E. R. Richer, vice-president, Grey Advertising 
Agency; Eugene Rohloff, ad manager of Wolloch’s; Myron Kahn, assistant to J. B. 
Beltaire, Lee's vice-president in charge of advertising and sales; Ted Koufman, Grey 
account executive on Lee; and Ed Russell, account executive on Disney. 


fashion-conscious retailers. 
Although the company is an old 
one, and a comparative newcomer 
to advertising, its promotion and 
exploitation are aggressive. In 
June, a tie-up between Goodall- 
Sanford and Lee, on caps made 
from Palm Beach fabric, will be 
announced in a Life spread. It will 
be a Lee exclusive, and will capi- | 
talize on the growing use of caps) 
for sport and vacation wear. | 
Similarly, at the beginning of | 
this month, Lee and Wallach’s, one | 
of Manhattan’s largest men’s store | 
chains, worked out a television 
try-on gimmick. Customers could 
walk into a Wallach shop, try on 
a hat, and see how they looked— 
wearing the hat—on television. 


s Also, Lee worked out with 
DuPont a process for making its 
hats water-repellent. Each hat will 
carry a “Lee Water Bloc” label, 
showing that it has been treated 
with DuPont’s Aridex. Since felt 
is water processed, once a hat has 
been thoroughly soaked it is pretty 
well ruined. With the water repel- 
lent treatment, it will still retain 
its shape. 

Like other hatters, Lee makes 
considerable use of the gift certifi- 
cate idea, but has worked out an 
interesting wrinkle. When a 
woman, for instance, buys a Lee 
gift certificate, she gets a rabbit's 
foot keychain. She gives the key- 
chain to her husband, who comes 
in and picks up a Lee hat that 
fits him. And the company uses its 
Robert Montgomery show to push 
gift certificates at Valentine’s Day, 
Easter, Father's Day and—of 
course—Christmas. 


se It also provides its stores with 
a six-month forecast, showing 
week by week what particular hat 
in the Lee line will be the object 
of Montgomery show commercials. 
Once, when retailers were asked 
if they wanted to be quoted on the 


show as to why they sell Lee hats, 
no less than 800 dealers replied | 
“yes | 

The present trend to brand con-| 
sciousness in hats is just another | 
twist to veteran hat salesmen. 
Some of Lee’s 25 salesmen started | 
selling in the business when a| 
well-equipped salesman hit the 
road with two trunks, one com- 
pletely filled with derbies. The 
automobile, salesmen say, killed} 
the derby; it crumpled when| 


a fast double-take, and began to| bashed against a car top. 


snicker. The snicker didn’t stick. 


Not long after rival salesmen were | g Nowadays, hat marketing is still | 
ridiculing the notion that a hat complicated by regional prefer- | 


| could be pre-shaped, they were out | ences for a variety of weights, 


To measure the relative size of | on the road selling hats pre-shaped | colors and brim widths. (Texas 
| doesn’t care for New York hats.) 


its expenditure, in 1949 while Lee | 
was spending $458,687, Stetson 
spent $221,010; Mallory, $86,800; 
Dobbs, $69,785; Knox, $55,090; 
Champ $27,005, and Portis, $14,860. 


e The big hatters don’t usually 
count Adam Hat Stores Inc., which 
is actually a bigger advertiser na- 


tionally than the others, according | 


to PIB’s 1950 recap (see box). 


by their companies. 


s At this point, between 85% and 
90% of Lee hats are pre-shaped. 
The innovation won the company 
a Fashion Academy award, and 
Lee intends to exploit the academy 
award to its fullest, the object 
being to get increased acceptance 
from women (who often buy gift 
hats) and to reach increasingly 


The three big sellers in color 
have remained fairly standard for 
several years, however. They are 
brown, grey and covert. 

Through aggressive merchandis- 
ing and retailer contacts (plus the 
fact that hats are a high markup 
item, carrying the full 40%), Lee 
has reached the point where it 
sells to more than 3,000 individual 


e 


dealers and can permit itself to 
Say that it makes and sells more 
men’s hats and hat bodies than 
any other hat manufacturer in the 
world. 


“Washington Post's’ 
First Process Color 
Ad Is for Quaker 


WASHINGTON, Feb. 15—Today’s 
Washington Post contains a full- 
page color advertisement for 
Quaker puffed wheat and puffed 
rice. According to Donald Bernard, 
director of advertising for the Post, 
it is the first full-process color 
advertisement ever to appear in a 
Washington daily newspaper. 

With the opening. of its new 
building and publishing plant, the 
Post has offered to reproduce full- 
color magazine advertising from 
proofs of the magazine plates. 

The process enables the maga- 
zine advertiser to use color in 
newspapers without additional art 
costs. The Post rate for color is 
the page rate plus $400. 

In reproducing color, the Post 
photographs and enlarges the page 
proofs of the magazine plates. As 
a result of enlargement, the mag- 
azine screen becomes suitable for 
use with newsprint. 

Sherman & Marquette, Chicago, 
is the agency for these Quaker 
products. 


RUSSELL WILDER 


New York, Feb. 14—Russell 


Wilder, 27, assistant advertising 
manager of Post Exchange and 
Notions & Art Needlework, was 


killed in the Pennsylvania Rail- 
road wreck at Woodbridge, N. J., 
Feb. 5. 


HARRY COHEN 

New York, Feb. 15—Harry 
Cohen, 70, publisher of Buyer's 
Guide, a trade directory for the 
apparel industries, and at one time 
board chairman of National Dress 
Manufacturers Assn., died Feb. 12 
of a heart attack. 


HENRY G. McENDREE 

M1aMI, Fia., Feb. 14—Henry G 
McEndree, 70, active in Chicago 
advertising work for 40 years, died 
of cerebral hemorrhage at his 
home here yesterday. Mr. McEn- 
dree served in the copy and plan 
department of C. C. Fogarty Co., 
Chicago, for seven years before 
his retirement in 1947. 


Nesco Names Hill Sales Head 


Nesco Inc., Chicago housewares | 


manufacturer, has named Paul H. 
Hill as director of sales. 
setting up his own counseling 
service in New York, Mr. Hill was 
sales and advertising director of 
Schick Inc.; general sales manager 
of Bigelow-Sanford Carpet Co., 
and vice-president and general 
manager of Mengel Co. He will be 
located in Nesco’s new national 
headquarters at 201 N. Michigan 


| Ave., Chicago. 


Before | 


New Ad Council 
Tasks: Prices and 
Red Cross Drives 


Wasuincton, Feb. 15—With the 
defense program moving into high 
gear, Advertising Council commit- 
tees and task forces have been 
called in on a host of problems re- 


| lated to mobilization 


The most immediate include 
price stabilization and a series for 
the Red Cross, which is in conjunc. 
tion with civii defense. These cam- 
paigns are likely to emerge during 
the next few weeks as assignments 
comparable in scope with the big- 
gest of World War II. 

The council's setup on price con- 
trol is still under discussion, Dur- 
ing the past week, however, Dan- 
cer-Fitzgerald-Sample, New York, 
answered a distress call from Of- 
fice of Price Stabilization for an 
information kit to be mailed to 
mayors’ committees, formed 
throughout the country at the re- 
quest of Price Stabilization Chief 
Michael DiSalle. 

The kit was delivered on short 
notice, after William P. Reed, 
chief of programs for price stabili- 
zation, asked emergency help from 
the council. 

D-F-S, which had been working 
on anti-inflation materials for the 
council, volunteered to meet what 
was virtually a 48-hour deadline. 


marked for spring, to allow fo 
completion of the regular Red 
Cross fund raising campaign. 

The special series deals with an 
emergency blood program, the 
cruitment of 20,000,000 first ai 
trainees, a million volunteer R 
Cross workers, and 100,000 nurse: 
aides. 

During the past week, Kennet 
Collins, vice-president of Burling 
ton Mills, agreed to serve as “co. 
ordinator” on the special series 

Other big problems submitted t 
the council in the past few day 
include: 

Infantry morale: Young me 
flocking into the more “glamorous" 
services. A council committee, un 
der Harold Thomas, former counci 
chairman, has been appointed t 
determine whether there is any 
thing the council can do to dive 
volunteers into the infantry. 

Nurses: A special campaign t 
break shortly in cooperation wit 
the committee on nursing careers, 
to recruit 50,000 student nurses. 


Philco Demonstrates 


New TV Receiver 


WasHiIncton, Feb. 15—Philco 
Corp. last night hopefully demon- 
strated to government officials a 
new TV receiver which uses a 
minimum of “critical” materials. 

The firm hopes that the demon- 
stration will clear the way for 
continued production of TV re- 
ceivers despite the increased tem- 
po of defense activities. 

Philco President William Bald- 
erston said the new set uses no 
cobalt, 35% less copper and 15% 
less nickel than former sets, and 
performs as well or better. 

Philco spokesmen said the set 
had been designed many months 
ago when manufacturers were 
searching for ways to cut prices. 
Present estimates are that the con- 
servation sets would sell for ap- 
proximately the same price as sets 
which use strategic materials. 


Joins CBS Radio Sales 


Tom Hawley, former WCBS, 
New York, salesman, has been ap- 
pointed an account executive in 
the New York office of Radio 
Sales, radio-TV station represent- 
ative division of Columbia Broad- 
casting System. He will work in 
the radio department. Roy Hall 
has been shifted from the radio to 
the television department of Ra- 
dio Sales. 


@ The Red Cross series is “to 
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“Wail St. Journal’ 
Adopts Same Format 
for All 4 Editions 


Cuicaco, Feb. 14—The Chicago 
Journal of Commerce edition of the 
Wall Street Journal adopted a new 
format effective with yesterday’s 
edition. Like ail other editions of 
the Journal—eastern, southwest 
and Pacific Coast—the midwest 
printing now has a format of six 
columns to the standard-width 
newspaper page. 

The new six-column format ap- 
plies to all news content (except 
certain quotations) and to all dis- 
play advertising. By making the 


NG 


THE LETTER SHOP, Inc. 


421 S. Dearborn St., Chicago 5.1 llinois 


5 oat Advertising Age, February 19, 1951 


format uniform, advertising for all| 
four editions now can be ordered | 
to the same mechanical require-| 
ments. | 


ms Washington Papers, 
= |Adclub Fight Curb 


Coincident with the format 
change, the Journal established a 
new advertising rate structure for 
the combination of its four edi- 
tions. Individual rates of each edi- 
tion remain the same, but adver- 
|} tisers now may issue one order 
covering all four editions and se- 
cure an incentive discount of 8¢ per 
| line from the combined rates. 


Kiowa Appoints Kane Agency 
Kiowa Corp., Marshalltown, Ia., 
| manufacturer of non-ferrous cast- 
| ings, has appointed Kane Adver- 
tising, Bloomington, Ill., as its 
agency. National advertising, to 
| be used for the first time by the 
| company, will include trade pub- 
|lications and direct mail. 


McLaughlin Joins Pathescope 
Jack McLaughlin, formerly of 
Kenyon & Eckhardt, has joined the 
television department of Pathe- 
scope Productions, New York, pro- 
‘ducer of industrial and TV films. 


Get Your Share of Drug Sales 
in the Norfolk Metropolitan Sales Area 
with WTAR and WTAR-TV 


Folks in the Norfolk Metropolitan Sales Area—Norfolk, 


Portsmouth and Newport News, Virginia—are big spenders 


in drug stores—$14,995,000* to be exact. These same 


Nor-folks listen most of the time to WTAR, the station that 


delivers you more listeners per dollar than any other sta- 


tion, or combination of local stations. Mr. Hoopereports 


prove this. And, when Nor-folks look at television, they 


must look at WTAR-TV, the 
First Market. 


So, it's just smart for you to 


only TV service in Virginia's 


let the WTAR and WTAR-TV 


Combination sell your drug products in the Norfolk Metro- 


politan Market... to get your share and more of sales, at 


a profit, too. Call us, today, or your Petry man. 


*Sales Management—Survey of Buying Power, May 10, 1950 


ted 


NBC Affilicte—5,000 Watts Day ond 
Noght. 


NSC, CBS, ABC, and Dumont Television 
Network Affilicte 


by Edward Petry & Co. 


1,000 INSERTIONS—Harry Walsh (left) of 
Milton Petersen (right), head of P. F. Petersen Baking Co., examine the cartoon 


drawn to celebrate the 1,000th insertion 


Omaha Bakery Marks 
1,000th Insertion 
of Comic Strip Ad 


Omana, Feb. 13—P. F. Petersen 
Baking Co. believes in the value 
of repeating its advertising, and 
proved it late last month by sched- 
uling the 1,000th consecutive 
“Freshie” cartoon ad in the Omaha 
World-Herald. 

The 140-line cartoon advertise- 
ment has appeared on the comics 
page of the paper three times a 
week without interruption since 
1944. 

The campaign has been so ef- 
fective that it has branched out 
into a nationwide bakery adver- 
tising service, requiring Allen & 
Reynolds, Petersen’s agency, to 
set up a separate department to 
service more than 50 other bakery 
accounts. 

To determine the pulling power 
of Freshie, a survey was conducted 
a year ago among school children 
of Omaha. Using the comics pages 
of the Omaha World-Herald, pupils 
were asked to indicate those 
comics read regularly, occasionally, 
or never. 


@ Results of the survey showed 
that Freshie, despite the fact that 
it appears only three times weekly, 
ranked fifth among all comics. 
Freshie has branched out into 
other media, with the latest adap- 
tation consisting of a series of five 


World-Herald. 


ah 


Allen & Reynolds, creator of Freshie, and 


of a Freshie cartoon ad in the Omaha 


20-second TV spots executed in 
full animation. This series current- 
ly is appearing in nine TV markets, 
and other bakeries are planning to 
schedule it soon, according to 
Allen & Reynolds. 

Two outdoor posters featuring 
Freshie are being entered in the 
national judging for the 100 best 
posters of 1950. Art work on these 
posters was done by Walter Early, 
creator of Elsie, the Borden cow. 

Columbia Baking Co. and its 
agency, Freitag Advertising, both 
of Atlanta, have made Freshie into 
a dummy and, with the help of a 
professional ventriloquist, are re- 
portedly building one of the most 
successful merchandising programs 
ever used in the bakery field. 


Leona Lingeries to Dunay 


Leona Lingeries Inc. has ap- 
pointed the Dunay Co., New York, 
to handle its advertising. John A. 
Cairns & Co. formerly had the ac- 
count. Leona plans to introduce 
shortly its new EA Nylon Lingerie 
via a trade, fashion magazine and 
newspaper schedule. 


Appoints Fisher & Gannon 
Fisher & Gannon Advertising, 
San Francisco, has been retained 
to handle the advertising of O. A. 
Hallberg & Sons, packer of Red- 
wood Empire apple products. 


Godfrey Joins ‘Newsweek’ 
Joseph C. Godfrey, formerly | 
with Field & Stream, has joined 
the Chicago sales staff of News-| 
week. | 


on Liquor Price Ads 


WASHINGTON, Feb. 12—All four 
of Washington’s daily newspapers 
and the Advertising Club of Wash- 
ington joined today in fighting a 
proposal to ban price advertising 
for liquor in the District of Col- 


| umbia. 


Their fight was supported by a 


|spokesman from the Department 
|of Justice who warned that the 


elimination of price advertising 
“would eliminate competition and 
raise prices.” 

Spokesmen for the publishing 
and advertising groups said the 
ban on price advertising, sought 
by small liquor retailers and the 
alcohol beverage control board, 
“would be an infringement of 
freedom of the press and would 
benefit retailers, not the public.” 


e Walter D. Murphy, attorney 
with the Justice Department’s 
anti-trust division, told a hearing 
of the District of Columbia Com- 
missioners that small liquor re- 
tailers have waged a “persistent 
and relentless campaign” to inter- 
est Congress in price fixing bills 
and others banning liquor price 
advertising, but that this campaign 
“to eliminate competition” had 
been defeated “on several occa- 
sions.” 


Mickelson Elected 


Walter Mickelson, Journal, New 
Ulm, Minn., was elected president 
of the Northwest Daily Press Assn. 
at its annual meeting in Minnea- 
polis Feb. 9 and 10. Others elected: 
Vice-president, Jerome Bijerke, 
Times-Record, Valley City, N. D.; 
treasurer, A. E. Teachout, Tribune, 
La Crosse, Wis.; and Roy Palmer, 
reelected secretary. 


Mutual Appoints Kaufman 

Ben Kaufman, formerly a field 
press representative for Metro- 
Goldwyn-Mayer Pictures, has 
joined Mutual Broadcasting Sys- 
tem, New York, to handle special 
program promotion projects. 


Ralston Plans Telecast 

Ralston Purina Co., St. Louis, 
will sponsor a 30-minute telecast 
over ABC-TV, starting March 4, 
at 3:30 p.m., EST. Gardner Adver- 
tising Co., St. Louis, is the agency. 


Fisher Joins KPIX 

De Forest Fisher, formerly a 
free-lance producer-director in Los 
Angeles, has joined the production 
staff of KPIX, San Francisco. 


It’s Official!! 


Metropolis 
of Indiana 


Industry 


GARY 


second city 


in Indiana 


says U. S. Bureau of Census 


Only one medium reaches this area with sales-producing impact: 


THE GARY 


’s only newspaper 


POST-TRIB 


more than twice the effective family coverage of all Chicago 
dailies combined in the Gary Trading Area. No other medium 
even approaches our circulation penetration in this market. 


National Representatives: 


BURKE, KUIPERS & MAHONEY 
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Lupton V. P. Tells Rulesfor Writing | 
Ads Addressed to Foreign Markets 


New York, Feb. 15—Ralph Sad- 
ler, vice-president and copy chief 
of John Mather Lupton Co., has 
developed a 12-point check-list to 
judge the effectiveness of copy 
and layout for the agency’s indus- 
trial advertisements addressed to 
foreign markets. 

By checking export ads against 
this rating and then judging each 
ad individually on its own merits, 
he says, the system has served as. 


“5. Use metric dimensional fig- 
ures, if possible. Calibrate ma- 
chines metrically, if possible. These 
may be big ‘ifs’ but worth con- 
sideration. 

“6. Use a good trademark or 
other decorative device with some 
functional value. What is easily 
caught by the eye is often more 
easily remembered than what must | 
be digested by the mind. 


for each recommendation which 
your ad matches. 

“A careful study should be made 
of the ads for foreign markets,” 
Mr. Sadler advises. “Many ads in 
export publications are merely 
careless rewrites of those used 
in domestic media.” 

Test cases made with clients’ ad- 
vertising by Lupton showed that 
what was considered good in do- 
mestic publications had as low as 
a 20% rating if used in the origi- 
nal style for export media. After 
revisions in copy, Mr. Sadler says, 
ratings run to 85% and higher. 
es As an example, he cited a se-| 
cent ad for powder metal presses | 


an indicator of good or bad fea-| s “7. Use simple declarative sen-| which featured the headline “Pow- | 


tures. The following criteria for 
judging export advertisements are 
recommended by Mr. Sadler: 

“1. Use age, size, scope, eminence 
or another ‘big’ aspect of the com- | 
pany in text or logo to inspire con- 
fidence. } 


tences. | 

“8. Use simple short words but 
don’t make a fetish of it. 

“9. Avoid humor in any written 
form; even humorous pictures are 
of dubious value. 

“10. Use plenty of factual in- 


der Metal is Good in the Clutch.” 
Powder metal makes excellent 
friction plates for certain kinds of 
clutches. Also it solves many pro- 
duction problems where machin- 
ing would be very expensive. 
“The combination of ideas makes 


“2. Use case histories of suc-| formation; avoid rodomontade, hy-| 4 good headline with a slender but 
cessful experience of the product) perbole and other forms of beating not revolting pun,” Mr. Sadler 


in users’ hands. Local country 
users are desirable if they can be| 
used; U.S. users if the name is 
important enough to have some 
standing abroad. 


e “3. Emphasize service to the 
user, including rapid deliveries, 
prompt replies to queries, parts 
service, outlying parts or stock) 
warehouses, advice on operation, 
processing, plant layout, sales! 
helps, etc.—anything to assure the 
prospect you can and will do some- 
thing for him. 

“4. Emphasize simplicity of op- 


eration, adaptability of the ma-| 


chine or product, automatic as- 


pects, freedom from maintenance, 


and repair, ease of installation, 
complete’ installation blueprints 
and instructions, easy adjustment 


for this, that and the other vari-| remainder and check your ads) Federal’s McMahon 


able. 


the bosom. 

“11. Use names of local and 
nearby representatives, if possible. | 
If not, use a home office or export 


office cable address. | 


“12. Show a picture of your ma- 
chine in operation or your product 
in use, if possible. If not, show 
some sort of a shot of it, or a plan, 
elevation or drawing. 


a “Obviously, No. 2 and 5 are 
optional,” Mr. Sadler says, “since 
they cannot apply in some cases. 
| In other cases, No. 11 and 12 would 
have no application. 

“For a simple plan of rating it 
can be assumed that for any par- 
ticular advertiser in the export 
field two of the recommendations 
would be inapplicable. Throw them 
out. Allow 10% for each of the 


| against them, allowing 10% credit 


in the soft drink 


news and comments of other 


the same thing? Readers of 


it before them . . . where the 


*5,929 ABC circulation! 


* The National Soft 


—— Detrort 26, Mic 
1 W Lafayette 
A jward 2.729 


em 


From.. (As 
and “ in between, 


meets the top men 


Yes, from coast to coast, border to border, and in many 
foreign lands, The AMERICAN BOTTLER meets the leaders* 
of the soft drink industry, brings to them each month the 
The AMERICAN BOTTLER be the ideal place for you to do 


interested in what is going on, interested in what you have 
to offer in the way of equipment and service. Why not put 


. in The AMERICAN BOTTLER! 


THE AMERICAN BOTTLER HAS THE HIGHEST ABC CIRCULATION; 
Highest total net paid; total beverage bottling plants; 
HIGHEST GRAND TOTAL! 


Whe \, 2) 
NDIICID 


bottling industry 


leaders. Why, then, shouldn't 


The AMERICAN BOTTLER are 


y'll be sure to see and read it 


t Drink Magazine 


says. “But to serve this up to a 
Spaniard or a Frenchman would be 
folly; for in French and Spanish 
the technical and slang equivalents 
of ‘clutch’ are not the same as in 
English. 

“Such copy, good as it may be in 
domestic publications, would earn 
only limited attention in a pub- 
lication prepared for readers 
abroad, whether printed in English 
or in translation. 

“After policy is settled, every 


| ad for the foreign market must be 


studied individually for its ad- 
herence to critical standards,” Mr. 


| Sadler insists. “Special cases may 
|require other special rules for 


| guidance, but these we recommend 
are practical and useful guides un- 
til better ones are formulated.” 


Morse 

| Set Up Own Business 

| Thomas P. McMahon and Her- 
bert A. Morse have resigned as 
vice-presidents in charge of public 
relations and merchandising, re- 
spectively, of Federal Advertising 
Agency, New York, to form a new 
known as McMahon & 


company 


T. P. McMahon H. A. Morse 


| Morse, at 439 Madison Ave., New | 
| York. The new company, which 
will specialize in the mass mar- 
keting of food and allied fields, 
does not now intend to buy space. 

Mr. McMahon has served as 
public relations and merchandis- 
ing counsel for the Super Market 
Institute since 1947. He was for- 
merly director of public relations 
for McCann-Erickson. Mr. Morse 
has experience in the marketing 
of grocery store products, drugs, 
beer and liquor. In recent years 
he has been closely identified with 
the merchandising of products in 
supermarkets. 


Business Show Names Agency 

Richard La Fond Advertising, 
New York, has been named to 
handle the publicity and advertis- 
ing of the 43rd annual National 
Business Show scheduled to be 
held in the Grand Central Palace, 
Oct. 22-27, 1951. Newspapers, 
trade publications and radio will 
be used. 


Joins ‘East Oregonian’ 

James H. Turk, advertising man- 
ager of the News-Review, Rose- 
burg, Ore., has joined East Oregon- 
ian, Pendleton, Ore., in the same 
capacity. 


Sykes Elects Cooper V. P. 
Richard W. Cooper, account ex- 
ecutive of Sykes Advertising, 
Pittsburgh, has been elected a 
| vice-president of the agency. 


Welch Preparing 
Sweet Grape Wine 


at Popular Prices 


New York, Feb. 13—Welch 
Grape Juice Co. ig preparing to 
market sweet wine at a popular 
price. A separate sales organiza- 
tion will handle sales, distribution 
and advertising. Initial marketing 
is planned in the East about April 
ie 

Advertising plans are being pre- 
pared by Doherty, Clifford & 
Shenfield, but will not be ready 


|}much before the end of February, 


AA was told. 

Howard F. Nuss, vice-president 
in charge of sales for Welch Grape 
Juice Co., said the company be- 
lieves that a sweet wine made of 
Concord grapes ultimately will be- 
come one of the most popular 
wines. The company has been 
working for several years to per- 
fect such a wine, he said. 

About 70% of the wines con- 
sumed in this country, Mr. Nuss 


said, are in the “sweet” category. 
Wine consumption, he said, is in- 
creasing, and indications are that 
this trend will continue. 


Two Form New Ad Agency 

Jack Spicer and Karl Borish, 
| formerly with the Williamsport 
Sun-Gazette Co., Williamsport, Pa., 
| have formed Spicer & Borish, ad- 
vertising consultant concern. 
Offices are located at 460 Market 
St., Williamsport. 


Kal Agency Appoints Thomas 

David P. Thomas, formerly in 
the promotion department of the 
New York Times, has been named 
radio and television director of 
Kal, Ehrlich & Merrick, Washing- 
ton agency. 


of Bum Art, high prices? 
Spread 4000 new, top agency -quality 
spots, covering every need, before you 
and pay only $1.00 for those you use 

Not a cheap throw -away, limited to 
~ Rrecognized agencies, editors & Ad 
rs. Write today for free brochure 


CZ> Stivers sTuDio 


Sen Frencice 19, Colitorme 


disinterested survey pre ued 


APPROXIMATELY ONE HALF 
OF THE MORE THAN 70,000 


TELEVISION SETS IN THE MEMPHIS 


AREA TUNED IN DA VTIME! 


SETS-IN-USE SURVEY CONDUCTED BY 
INDEPENDENT MARKET RESEARCH FIRM 


The results of a television own- 
ership survey conducted among 
Memphis television set owners 
by the Psychological Service 
Center have just been released 
(the Psychological Service Cen- 
ter is a survey and research 
organization directed by W. R. 
Atkinson, Ph.D.). 


The findings of this study 
prove conclusively that ap- 
proximately 50% of WMCT's 
more than 70,000 television 
homes have their sets tuned 
in between 12:00 Noon and 
6:00 p. m. 


The survey employed the usual 
coincidental manner. Telephone 
calls to set owners were sched- 
uled on a half-hour basis, and 
the results carefully tabulated. 
Between December 4 and De- 
cember 10, 1950, the survey 
compiled 3,840 interviews dur- 
ing the hours of 12:00 noon to 
6:00 p. m. The following high 
percentages for half-hour lis- 
tenership are significant: 52% 
high Monday through Fri- 
day, 62% for Saturday, and 
79% for Sunday. The survey 
establishes the following 


averages: 


in use from 12:00 noon to 6:00 in the 
afternoon .. . Monday through Friday. 


41.6% of these 70,000 sets were 
« in use on Saturday afternoon. 


53.25% of these 70,000 sets 
« Were in use Sunday afternoon. 


Here is an assured atdience of 
tremendous proportions, which 
you can reach in the daytime. 
In Memphis, this takes on extra 
importance for you, in that this 
television audience is unbroken. 
WMCT is the only television 
station in the Memphis market 
area—the one and only station 
telecasting to the entire Mem- 
phis area. 


A Sales Demonstration in these 


Memphis homes at only $.0015 each * 


This survey proves that you can 
show your product to an as- 
sured audience in the Memphis 
market area at a cost of $.0015 
(fifteen one-hundredths of a 
cent) per home. In other words, 
you could make 648 such sales 
demonstrations for only $1.00. 


Day and night, here is the entire 
television audience in Memphis 
and the Mid-South, ready to re- 
ceive your sales message. May 
we suggest that you call or wire 
your nearest Branham office for 
availabilities. They're going fast! 


%* Based on the Te sell 

WMCT 

minuseclens"C” you need 
weekday race Undivided audience of 


i 
| 


"Memphis ONLY. 
TV Station 


National Representatives 
The Branham Company 
Ouned and operated by 
The Commercial Appeal 
CHANNEL 4 © MEMPHIS 
AFFILIATED WIth NBC 
Also affiliated with 
CBS, ABC and DUMONT 
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Four St.Louis — 
Stations Join in 
National Drive 


(Continued from Page 1) 
simultaneously or, if they prefer, 
they can schedule them at sepa- 
rate times on individual stations. | 
In the case of announcements, the 
time must be used equally on each 
station within a seven-day period. 

A half-hour program on the 
four stations, if bought singly, 
costs $237.50; purchased as a net- 
work, the total cost is $125.06 for 
the package. 


This represents a saving of 
47.4%. One-minute announce- 
‘ 
ments at the network rate are 


31.2% cheaper than the total price 
on the four stations. 
| 
@ As an added inducement to po- 
tential clients, the network offers 
them follow-through promotion. 
Point of purchase cards, news-| 
paper ads, on-the-air announce- 
ments and direct mail pieces are 
used to plug their shows. 
Among the national advertisers 


Money in Dixie 


THE SOUTH IS GOING MODERN 
with a bang! The wise boys are push- 
ing blue chips into this market, and 
cashing in. SOUTHERN FARMER} 
reaches the ‘‘cream of the crop”’ in 
the Southland at a lower cost-per- 
thousand than any other farm publi- 
cation. Get the factsand figures today. 
They're exciting if you’re looking for 
ad-action. Send your letterhead, 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11, Ill. | time audience in the market, ac- 


that have used the stations as a 
group to date are Servel, Ford, 
Pabst, Lincoln-Mercury, DeSoto- 
Plymouth, Dial soap, Griffin shoe 
polish and Seven-Up. 


e Mr. Young told ADVERTISING AGE 
that this sales technique may be 
applied in other markets where 
his company represents stations 
if the St. Louis project proves to 
be a hit with national advertisers. 
He declined to say what cities he 
had in mind. 

Across the country in Washing- 
ton, another group of daytime 
suburban stations, represented na- 
tionally by Independent Metropol- 
itan Sales in New York, is employ- 
ing a similar system to compete 
for business. This group, the Met- | 
ropolitan Network, is made up of 
WARL, Arlington; WPIK, Alex- | 
andria; WFAX, Falls Church, all 
in Virginia, and WGAY, Silver} 
Spring, and WBCC, Chevy Chase-| 
Bethesda, both in Maryland. 

Metropolitan local sales are un- 
der the direction of J. Douglas 
Freeman, who left the national 
advertising department of the 
Washington Post to take the as- 
signment. 


e Promotional ads in _ business 
papers and direct mail are sched- 
uled to get under way soon 
through Henry J. Kaufman & As- 
sociates. Merchandising for spon- 
sors will be tailored to fit each 
individual case. 

Jack Koste, president of Inde- 
pendent Metropolitan Sales, points 
out that advertisers save approxi- 
mately 50% by buying the five 
stations at the network rate. 

While this group cost is the 
second highest rate in the Wash- 
ington market, the stations, during 
the past few months, have—on a 
combined basis—consistently been 
delivering the second largest day- 


River unlimited supplies of fresh woter 
solt water penetration. A dom 


Charleston Development Board, 


and about the prosperous and 


promptly, upon request to the 


Keep Your Eyes On Charleston, - ©..7 


A conal, shown drawn near top center of this photo, would divert into the Bock 


shown drawn in at left, 
water from Charleston Harbor backing up the Cooper River into Bock River 
Billions of — of fresh water in the Back River reservoir—from 2,000,000, 

to 10,000,000,000, per day——would then be available in the Bushy Park areca 


WATER ror INDUSTRY 


FRESH, CLEAN WATER 
Billions of Gallons A Day! 
FABULOUS POTENTIAL OF BUSHY PARK 
PROJECT OF NATIONAL IMPORTANCE 


With definite determination by engineers of full practicability of 
the Bushy Park project, at amazingly low cost, plans are under 
way for early construction of the required dam and canal—the 
development vision of Arthur M. Field, Chief Engineer of the 


vantage with the aid of modern engineering. 

When completed, the Bushy Park project will make available 
many square miles of high ground ideal for industries that require 
great supplies of fresh water, for processing or cooling, at loca- 
tions accessible by sea-going ships, railway, and paved highways 
—only 10 miles north of the seaport city of Charleston. 

Full details about the Bushy Park project, and other industrial 

advantages of the Charleston area, can be obtained from the 

Charleston Development Boord, 
Detailed information about Charleston's two great newspapers 


Area and the Charleston 18 County Trading Area will be sent 


from a point of the Cooper River above 
would prevent salt 
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“a 


BALTIMORE'S ‘PERSONALITY’— 


award as 


Faye Emerson won the Baltimore Adclub’s annual 
“outstanding television personality of 1950” and shattered club pre- 


cedent by being honor guest at the annual banquet, hitherto a stag event. Here, in 


the plaque presentation scene are Marx 


S. Kaufman, Kaufman-Strouse Advertising, 


vice-president of the club; L. Lawrence Hammerman, chairman of the banquet com- 
mittee; Miss Emerson; and Club President George Gettman, of Joseph Katz Co. 


cording to Pulse figures, Mr. Koste 
continued. 


@ The network has prepared a 
major presentation, which will 
start circulating among time buy- 
ers as soon as it comes back from 
the printer. 

Among the products that have 


Proposed Margin 
Price Rules Held 
Best by Isaacs 


PITTSBURGH, Feb. 14—The chief 
of the 


merce’s Domestic Distribution De- 


U. S. Chamber of Com-| 


| Paul L. Sample, president, C. G. 
Murphy Co., McKeesport, Pa., pre- 
dicted that it would be possible to 
have both “guns and butter” in 
1951 “if we are willing to accept 
the very good 1949 level of con- 
| sumption as giving us enough but- 
ter.” 


\s He advised retailers to fight 
|inflation by: 
| 1. Opposing unjustified cost in- 
creases in store operation. 

2. Insisting on delivery of all 
confirmed orders at the prices 
agreed on when orders were ac- 


cepted. 
3. Resisting all unwarranted 
price increases on merchandise 


and supplies. 

4. Avoiding all advertising state- 
ments urging customers to buy 
more than they need. 

5. Urging greater production by 

| every employe. 

| 6. Cooperating with the Econom- 
ic Stabilization Agency in spirit 

and word of law. 


Ohio Legislators Ask 
for Live Football Telecasts 


Three bills are before the Ohio 
| legislature that would force state- 
| supported universities to permit 
| live telecasts of football games. 

If passed, the bills would conflict 
| with rulings by the Western Con- 
| ference and the National Collegiate 

Athletic Assn. Both groups banned 

| televising of football games for the 
| 1951 season. 


Meet to Discuss Newsboys’ 


been advertised on the network are | partment said today that margin | Part in Bond Activity 


Bayer, Ford, Muntz TV, Motorola 
and Street & Smith publications. 
Time may be bought on the 
five stations for simultaneous or 
staggered broadcasts. The station 
is experimenting with simultaneous 


type regulations are probably the 
| most effective form of price con- 
trol at the wholesale and retail 
level. 

In a speech before the regional 
marketing conference of the na- 


Twenty-two circulation mana- 
agers of metropolitan newspapers 
from 16 cities, members of the In- 
ternational Circulation Managers’ 
Assn., met Feb. 15 with Wash- 
ington officials, U. S. Treasury de- 
fense bonds division, to map out a 


programming in an effort to build | tional chamber, Charles M. Isaacs | program for new sboy participation 


an audience for this type of cov- 
erage. 


said, at their best, direct controls 
cause black markets, distort price 


r the bond activity. 


No such shows are on now;|structures and cause public un-| Schmunk Joins Griswold 


future plans include a five-station | 


rest. He called for maximum use 


| Jack R. Schmunk has resigned 


hookup for a newScaster, who will | of indirect anti-inflation measures, | as vice-president of Ohio Adver- 


work out of a central bureau. 


WPIX Appoints Noone 


John F. (Jack) Noone, sales and 
promotion assistant to the general 
manager of E. T. Meredith Pub- 
lishing Co., has been named sales 
director of WPIX, New York, ef- 
fective March 1. His duties there 
include working with WHEN, 
Syracuse, Meredith-owned TV sta- 
tion. This fills an opening which 
WPIX has had since last Novem- 
ber when Walter Duncan resigned. 


such as credit controls, monetary | 
| and fiscal policies. 


e In recommending margin-type 
price controls, Mr. Isaacs said that 


“in instances where a price con-| 


trol authority permits increased 
prices at pre-wholesale or pre-re- 
tail stages in the flow of goods, the 
individual distributor would not 
be forced by the government to 
absorb the increased costs.” 
Another conference speaker, 


| tising Agency, Cleveland, to join 

Griswold-Eshleman Co., Cleve- 

land, in the radio and television 
| department. 


FREE PUBLICITY 


NEW PRODUCTS - INVENTIONS 
What's New” 
ndise existing 
nce new ones! Publicize inventions! Complete 
lists available. Write for free 
PUBLICATION AIDS * DEPT. 2 
37 WEST 57th ST., N Y. C. 


to utilize natural geographic ad- 


152 Market St.—Phone 3-253}. 
growing Charleston Metropolitan 


publishers. 


THE CHARLESTON EVENING PosT 
+ Ohe News and Courier 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE 


JOHN BUDD CO. 


ANOTHER — 
REASON 


vou | prompt, dependable service 


WILL 
LIKE 


photo engraving company 


118 SOUTH C 
CHICAGO 6, 
TELEPHONE: 


LINTON ST. 
ILLINOIS 


FR-2-6343-44-45 
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Moore & Hamm 
Bankrupt; In 
the Red $122,000 


New York, Feb. 15—Moore & 
Hamm Inc., against whom an in- 
voluntary petition of bankruptcy 
was filed last Nov. 4, has made 
known its assets and liabilities. 

The agency, which was precip- 
itated into bankruptcy through the 
discovery of an alleged $40,000 em- 
bezzlement by F. T. Healey, assist- 
ant treasurer, filed a bankruptcy 
schedule in the district court here, 
which lists its liabilities as $250,- 
986, assets as $128,817. 

Florence T. Healey is now being 
held in New York’s women’s house 
of detention. She has pleaded guilty 
to a charge of grand larceny, and 
is scheduled to be sentenced Feb. 


28. She worked for M&H for about 


nine years. 

The New York Times has the 
largest claim against the bankrupt, 
amounting to $26,813.74. Nearly 
all other New York metropolitan 
newspapers have filed claims, the 
next largest being $11,367.08, ren- 
dered by the Herald Tribune. 


@ Michael A. Raymond, former 
account executive at Moore & 
Hamm, (now a vice-president at 
Dowd, Redfield & Johnstone), and 
Milton H. Raymond, also an ac- 
count executive, have filed a col- 
lective claim for commissions and 
other credits due, in excess of $15,- 
000. 

Other creditors who have filed 
claims in excess of $5,000 are as 
follows: 

Horan Engraving Co. ($6,779), 


Conde-Nast Publications ($5,238) ,| 
($11,348), | 


Laurel Printing Co. 
News Syndicate ($9,571). Credi- 
tors with claims between $1,000 
and $5,000 are: 

A. S. Abell Co., Baltimore ($1,- 
811), Boston Herald-Traveler ($1,- 


772), Chicago Tribune ($4,675), | - 

| and rapid progress being made in Cecil & Presbrey Gets Rayve; Other Late News 

e Ceci] & Presbrey has been named to handle Lever’s Rayve home 
permanent, replacing J. Walter Thompson Co. Advertising for Rayve 


Enterprise Advertising Service 
($1,446), Budd Hemmick, ($1,- 
407), New York Journal-American 
($2,778), Knapp Engraving Co. 
($1,475), Long Island Press ($1,- 
097), Los Angeles Times-Mirror 
($1,699), Minneapolis Star & Tri- 
bune ($2,220), New York Mirror 
($1,378), Newark Evening News 
Publishing Co. ($1,068), Phila- 
delphia Bulletin Co. ($2,205). 

Also, Popular Photography ($3,- 
107), Pace Press ($3,438), Cald- 
well Clements ($1,955). 

Radio & Television Journal ($1,- 
275), New York World Telegram 
& Sun ($3,162), Dow Jones Co. 
($1,258), and the Washington Post 
($1,082). 


e Approximately 150 other cred- 
itors have filed lesser claims 
against M&H, all the way down to 
55¢, rendered by WOR program 
service. 

Since the bankruptcy proceed- 
ing was filed, some of the officers 
and account executives of M&H 
have organized a new agency, 
Moore, Coughlin Associates, with 
offices at 345 Madison Ave. Some 
accounts handled by M&H execu- 
tives for a number of years are 
now being serviced by Moore, 
Coughlin. 


Former M&H employes who are | 


stockholders and executives of the 
new agency include: Philip Moore, 
Herbert V. Coughlin, George Fish, 
Walter Fenton and Tyler Kelsey. 
@ Credit recognition has been 
granted the agency, which was 
formed Nov. 1, by the Publishers 
Assn. of New York, Fortune, The 
New Yorker, Town & Country, 
Chicago Tribune and other news- 


papers. 

Applications have been filed 
with Periodical Publishers Assn. 
and others. Action on these appli- 


ATLAST! COOKIES MADE EASY 


COOKIE MIX—After testing in three mar- 
kets, Nestle’s Chocolate Co. i duced 
its new basic cookie mix with this color 
page, Feb. 18. Seventeen newspapers in 
as many cities are scheduled for the intro- 
ductory campaign which runs through till 


the agency. 


cations, Mr. Coughlin told AA, 
will probably not be taken until | 
the agency files its first quarterly 
statement. Recognition by the 
American Newspaper Publishers 
Assn. will not be sought until the 
agency is more firmly established. 


Alderson Predicts 
No Reduction for 
Marketing Research 


PHILADELPHIA, Feb. 13—Market- 
ing research will find many new 
applications in a mobilized econ- 
| omy, but business will continue to 
use it on as large a scale as ever in 
spite of current mobilization, Wroe 


American Marketing Assn. 
Thursday. 

New applications for marketing 
research and analysis, he said, will | 
arise from two sources. One is the} 


agement; the other is the steady 


| analytical techniques. 

| “Business will have to cope with 
the continuing problem of market- 
ing efficiency,” Mr. Alderson said. 
“Profits of civilian enterprise will 
depend on maximum efficiency 
under a price freeze.” 


@ He declared that business also 
will be obliged to rely on research 
to evaluate the outlook for new de- 
velopments in many situations in 
which it has usually relied on trial | 
and error. Shortages of men and 


ror in many cases. 

To meet the needs of manage-| 
ment today, the market analyst) 
must play a larger role in inter-| 
preting his own findings, Mr. Ald-| 
erson said. He must speed up his | 
procedures so that recommenda-| 
tions can be presented before the 
time for action has passed. | 

In relation to advancing tech-| 
niques, Mr. Alderson pointed out 
that a new approach to problem 
| solving has been emerging in re- 
| cent years. The market analyst is 
| developing a greater assurance in 
|drawing conclusions from the 
| “logic of the situation,” using sur- 
| veys as only one tool rather than 
las his chief reliance. 


| Sidney Garfield Buys 
_ Gartield Agency Interest 


| Sidney Garfield has acquired the 
interest of his associate, Arthur 
Hirshon, in Hirshon-Garfield Inc., 
New York. The agency retains the 
same name and Mr. Hirshon, now 
in Florida, remains with the com- 
pany as head of the newly formed 
new business department. 

Mr. Garfield, who formed the 
agency with Mr. Hirshon in 1932, 
remains as president of the com- 
pany. Hirshon-Garfield has been 
active in the textile-apparel, re- 
tail and food fields. 
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Last Minute News Flashes ANA’s McElroy 


‘Star Time’ Telecasts Will End Feb. 27 


New York, Feb. 16-——“Star Time,’ 


* the Frances Langford-Lew Parker 


variety show, which national manufacturers and major food chains 
have co-sponsored over DuMont on Tuesday night for several months, 
will leave the air after Feb. 27. M. J. Kleinfeld, who handled the show 
for Franklin Bruck Advertising Corp., said it is being dropped because 
of difficulty with time clearance. Only 11 outlets in the 37-station 


lineup were live. “The teletranscribed version of the show was sched-| 


Asks Dailies to 
Tell Local Rates 


Harrissure, Pa., Feb. 16—News- 


uled on Thursday, Saturday or Sunday afternoon and there was nothing papers must correct abuses of co- 
we could do about it,” Mr. Kleinfeld said. Food Stores Corp. hopes to} operative advertising in their own 
return to video with an hour variety show in the fall, if the time prob-| interest and because the abuses 


lem can be overcome. 


Sunshine Using Newspapers in 140 Cities 
Lonc Istanp Crry, N. Y., Feb. 16—Sunshine Biscuits Inc. has stepped | 


up its newspaper advertising campaign and is now using 175 papers in 
140 cities. In Chicago, the Tribune is carrying a four-color page 
each month. The other papers run 500- and 600-line b&w ads alter- 


jnately each week. Sunshine hopes to continue the monthly Tribune 
| color page through the rest of the year and the other advertising at 
least to May 1. Cunningham & Walsh is handling. 


Johnson Candy Will Test Another TV Program 


Cuicaco, Feb. 16—Walter H. Johnson Candy Co. is expanding its TV 
April 8. Cecil & Presbrey, New York, is | programming with a limited market test of a weekly afternoon western 
film schedule, through Franklin Bruck Advertising Corp. The com- 
pany’s sponsorship of “Captain Video” on approximately 21 DuMont 


stations will continue. 


Blandlax, British Laxative, Entering U. S. 
New York, Feb. 16—Boots Pure Drug Co. (U.S. A.) Ltd., new Amer- business as well.” 

ican subsidiary of Boots Pure Drug Co. Ltd., reportedly one of the! 

largest manufacturing drug companies in the British commonwealth,| s 2. Newspapers could provide ad- 


will enter the American market next month with Blandlax, a gumdrop | vertisers, 


violate standards of “business 
ethics and fairness” which “news- 
papers characteristically uphold,” 
according to Lowell McElroy, 
vice-president of the Assn. of Na- 
tional Advertisers. 

Mr. McElroy, speaking at a 
meeting of the Pennsylvania 
| Newspaper Publishers here, called 
| attention to the resolutions of the 
Newspaper Advertising Executives 
Assn. and ANA on the subject, and 
urged four corrective actions: 

1. Action by advertisers and 
newspapers to enforce the resolu- 
tion, and “to try to persuade those 
few newspapers that have con- 
doned this practice that it not only 
|/smacks of dishonesty but is bad 


when requested, with 


laxative. Test advertising in selected areas is being planned by Hazard their local rate card. “Without a 
Advertising Co. to break late in March. Newspapers, radio and car! local rate card an advertiser is 
cards will be used. Sales will be through wholesale and retail drug usually severely handicapped 


outlets. 


Milligan Directs Ruppert Account for Biow 


New York, Feb. 16—Lawrence D. Milligan, formerly vice-president} to supply local rate cards (whic 
of Duane Jones Co. in Chicago and New York, and before the war| Mr. McElroy indicated are not ins 


v.p. of Blackett-Sample-Hummert in Chicago, has joined Biow Co.| frequent) 


as account executive for Jacob Ruppert brewery. 


Secret Charm Bra to Run First Ad in ‘Life’ 


New York, Feb. 16—Gluckin Corp. will use a half page in Life 


Johnstone has the account. 


Alderson, of Alderson & Sessions,| on May 7 to introduce its Secret Charm bra (“the secret: a built-in 
told the Philadelphia chapter cf! build-up with Air Foam by Goodyear”). Plans call for advertising in 
last| other publications as soon as production is set. Dowd, Redfield & 


George Tompkins Joins Lennen & Mitchell 


New York, Feb. 16—George Tompkins, last with McCann-Erickson, 
urgent and changing needs of man- has joined Lennen & Mitchell as television director. 


shampoo will continue with the latter agency. 


e Nation's Business has appointed Royai & De Guzman, New York, as 
its agency, effective April 1. L. E. McGivena & Co., New York, is the 


present agency. 


e@ Busch Camera Corp., Chicago, has named Alfred Auerbach Asso- 


ciates, New York, to handle the promotion for Busch Pressman camera 


and accessories. The company plans to market a new camera shortly. 
Trade publications, direct mail and dealer aids will be used. Jones 


Frankel Co. is the previous agency. 


|at which he is billed is actual 
oc 


i 
his effort to judge whether the ri 
l 


the retailer’s net rate.” 


“might suggest th 
| these schedules, for some reaso 
were something newspapers we 
ashamed of or wanted to hide.” 

3. Newspapers might go to wo 
on the practice of signing contrac’ 
with retailers at an unrealisticall 
low estimate of the total adverti 
ing likely to-be used. “This pro 
lem, like double billing, is prett 
directly in your laps. And whethe® 
you do something about this prace 
tice will depend pretty largely ¢ 
your understanding of how mu 
you are losing by permitting it 
| continue.” 


e 4. Newspapers can re-exami 
their rate structure from a cos 
accounting viewpoint to determi 
whether the lower of the twa 
schedules contributes a profit. 
pointed out that the America 
Assn. of Advertising Agencies re- 
cently found that the differential 
| between local and national rates 
| in cities of more than 100,000 pop- 


e@ Maurice M. Goldberger of Gramercy Advertising, New York, has | ulation is now an average of 


been retained as special sales promotion and advertising counselor to | 53.8% 
material will rule out trial and er-| Gruen Watch Co., Cincinnati. Mr. Goldberger recently opened his) Sunday editions. 
| own sales promotion agency after 17 years with the Bulova Watch Co. | 


e Glen McDaniel, vice-president, Radio Corp. of America, has been 
elected fulltime paid president of Radio-Television Manufacturers. 


Bemberg, 66 Others Use 40 Pages 
in 'Women's Wear’ to Start Season 


New York, Feb 
Wear Daily today carried a 40- 
page section of advertising—the 
largest concentration of advertis- 
ing featuring a single theme ever 
to appear in the publication. The 
section, which totaled 46,400 lines 
and cost 67 advertisers about $14,- 
000, was used to launch the Amer- 
ican Bemberg Co.’s 1951 season on 
Bemberg sheers. 

Bemberg, which makes yarn 
used in women's dresses, was fea- 
tured on the front and back pages 
of the lift-out section. All other 
pages were paid for by the other 
66 advertisers, including mills, 
converters, apparel manufacturers, 
dyers, printers and finishers. 


@ The section was a joint idea of 
Bemberg and Women’s Wear Daily. 
Bemberg had been seeking a way 
to kick off the '51 season with a 
bang. The paper put its salesmen 
behind the effort and they can- 


13—Women’s vassed everyone using a Bemberg 


label. 


Bemberg, which has a $350,000) 


ad budget this year, is a heavy 
user of Women’s Wear Daily and 
several other business publications 
and also uses the New York Times 


for dailies and 67.6% for 

From an advertiser's viewpoint, 
Mr. McElroy said, “the smaller 
the differential, the less the handi- 
cap under which newspapers work 
in competition with other media 
for national advertising expendi- 
| tures.” 

What advertisers want from 
newspapers, he said, are two 
things: A real effort to get an un- 
derstanding of these problems and 
their effects on all parties, and 
corrective actions that are “in the 
interest of decency and fairness, 
as well as the clear-cut benefit of 
the newspapers themselves.” 


Magazine. Beginning March 2 it} 


will start a 13-week schedule of 
radio spots over eight stations in 
New York, Chicago, Boston, Phil- 
adelphia, Washington, D. C., Los 
Angeles, Pittsburgh and Dallas. 
The spots will be heard six days 
a week. 

Abbott Kimball Co. is the Bem- 
berg agency. 


Manning. Maxwell to F&S&R 


Manning, Maxwell & Moore Inc., 
industrial equipment manufactur- 
er, has appointed Fuller & Smith 
& Ross, New York, as its advertis- 
ing agency, effective April 1. 
Briggs & Varley is the present 
agency. 


General Foods Aids 
Cherry Celebration 


New York, Feb. 15—Coinciding 
with national Red Cherry Week, 
Feb. 15-22, General Foods Corp. 
is using full-page four-color ads 
in February issues of Country 
Gentleman and Good Housekeep- 
ing to promote its Minute tapioca 
as a thickener for cherry pie. Ben- 
ton & Bowles is the agency. 

To help grocers sell more tapi- 
oca and other fruit pie ingredients, 
GF is providing ad mats for fea- 
turing these items as a group in 
| local dealers’ newspaper ads. 
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Washingtonians Claim Constitutional 
Rights Are Invaded by Transit Radio 


WASHINGTON, Feb. 14—Washing- 
tonians who have been fighting 
transit radio contended in the U. S. 
court of appeals here today that 
their constitutional rights are in- 
vaded when they ride streetcars 
and buses which broadcast music 
and commercials, 

Picturing themselves as a 
tive audience,” anti-transit 


“cap- 
radio 


forces sought a broad constitution- | 
al ruling which would undermine | 


transit radio operations throughout 
the United States. 

“The question,” according to 
Paul M. Segal, pioneer radio at- 
torney who volunteered to argue 
their case, “is whether a Public 
Utilities Commission can approve 
a practice which requires passen- 
gers as a condition of riding to 
listen to sounds disseminated by 
loudspeakers.” 

Spokesmen for Capital Transit 


Co. denied the existence of a con- 
stitutional issue, contending that, 
the dispute centers on “interests,” 
not “rights.” Noting that most 
riders appear to approve of the 
broadcasts, they told the court, “we 
can’t provide sound and silence in 
the same place at the same time. 
“Our opponents say they have 
a constitutional right not to listen,” 
transit spokesmen said, “yet they 
refuse to concede that the puodlic 
also has a right to listen. 
“We must not raise interests to 
the status of rights,” they warned. | 


s Transit attorneys pointed out 
that the district court had found 
that the Public Utilities Commis- 
sion fulfilled its responsibilities 
when it found transit radio con- 
sistent with the “public conven- 
ience, comfort and safety.” Asking | 
the court of appeals to concur, | 


207 N. MICHIGAN AVE, 


lollins 


CHICAGO 1 + 


| 


FRANKLIN 2.5854 


they predicted the utilities com- 
mission would be “besieged with 
complaints” if the broadcasts were 
stopped. 

In pressing the constitutional 
issue, Mr. Segal charged the utili- 
ties commission “had permitted 
the transit company to sell the 
attention of its passengers for 
compensation.” 


e Mr. Segal suggested that the 
transit company “follow the ex- 
ample of outdoor theaters and 
provide headsets for riders who 
want the broadcasts. 

“But that would pull the carpet 
out from under them,” he said, 
“because they would lose the cap- 
tive audience. Transit radio,” 
he said, “is the only medium that 
guarantees its audience.” 

Transit attorneys insisted the 
broadcasts were outside the re- 
sponsibility of the utilities com- 
mission. “It would be more of an 
infringement of freedom to pre- 
vent the broadcasts,” they ob- 
served. 

Transit attorneys claimed that 
the sound level on vehicles is suf- 


| ficiently low to enable riders to 


Miller and 
Mar chings 


INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


make a “conscious choice” of read- 
ing or listening. 
Judge Henry 


Edgerton, who 


| presided, saw no fair comparison 
between “forced” reading of car!) 


cards or “forced” listening. “I take 
judicial notice of the well known 
fact that it is easier to refrain 
from reading than listening,” he 


| said. 


es Mr. Segal hammered at the fact 
that Capital Transit has a PUC 
franchise assuring exclusive cov- 
erage of most of the area. “if 
riders had the choice of another 
bus company our whole case 
would collapse,” he said. 

“There is no escape,” he said. 
“Either you ride the bus or you 
don't go to work.” 


Hi-Line Appoints Kahn Agency 
Hi-Line Corp., New York, man- 
ufacturer of young boy’s clothing, 
has appointed the George N. Kahn 
Co., New York, to handle its ad- 
vertising. Consumer and _ trade 
publications will be used. 


To ‘San Francisco News’ 

Don Fazackerly, formerly on the 
advertising staff of the Monitor, 
Catholic newspaper, has been ap- 
pointed assistant retail advertising 
manager of the San Francisco 
News. 
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National Nielsen Ratings of Top Radio Shows 


Week of Jan. 7-13 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Ratings Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,562) (8.5) (—0.7) 
1 2 Jack Benny Show (CBS, Lucky Strike) ....... . 9,219 22.0 +36 
2 1 Lux Radio Theater (CBS, Lever Bros.) 8,129 19.4 —12 
3 6 Amos ‘n’ Andy (CBS, Lever Bros.) .... 7,836 18.7 +33 
4 3 Charlie McCarthy Show (CBS, Coca-Cola) 7,165 17.1 +0.2 
5 4 Godfrey's Talent Scouts (CBS, Lever Bros.) 6,704 16.0 0.0 
6 5 My Friend Irma (CBS, Lever Bros.) .... 6.704 16.6 +01 
7 7 Walter Winchell (ABC, Richard Hudnut) 6.327 15.1 +04 
8 ll You Bet Your Life (CBS, DeSoto-Plymouth) 5.825 13.9 +0.3 
9 9 Red Skelton (CBS, P&G) .. eacccessocses . 5.615 13.4 —0.7 
10 10 Hollywood Star Playhouse (CBS, Bromo Seltzer) 5,322 12.7 —1Ll 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,430) (5.8) (+-0.2) 
1 1 Beulah (CBS. P&G) ........ ae 11.7 +0. 
2 2 Tide Show (CBS, P&G) .......... 4,232 10.1 +0.3 
3 5 Lowell Thomas (CBS, P&G) .... 3,897 9.3 +0.5 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,388) (5.7) (+-0.2) 
1 1 Arthur Godfrey (CBS, Ligg. & Myers) .... ..-4,232 10.1 —0.5 
2 2 Romance of Helen Trent (CBS, Whitehall) . 3,897 9.3 —0.5 
3 3 Our Gal, Sunday (CBS, Whitehall) .. ae 3,813 9.1 —0.4 
4 a Wendy Warren and the News (CBS. Ge ieral Foods) . 3.646 8.7 —0.7 
5 5 Arthur Godfrey (CBS, Nabisco) ° 3,520 84 —0.6 
6 10 Rosemary (CBS, P&G) ........... 3,436 8.2 +0.2 
7 6 Ma Perkins (CBS, P&G) ........ ‘ 3,394 81 —0.3 
8 16 Backstage Wife (NBC, Sterling Drug) 3,394 8.1 +12 
9 s Big Sister (CBS, P&G} ............. 3,352 8.0 0.0 
10 v Right to Happiness (NBC, P&G) .. 3,352 8.0 +11 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,509) (3.6) (+0.5) 
1 1 True Detective Mysteries (MBS, Williamson) 3.394 8.1 —o0. 
2 The Shadow (MBS. sustaining) 3.310 7.9 
3 2 Martin Kane, Private Eye (MBS, U. S. Tobacco) 3.185 7.6 +0.7 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (2,388) (5.7) (+0.3) 
1 1 Armstrong Theater (CBS) ..... niceneues 4,316 10.3 +17 
2 2 Stars Over Hollywood (CBS, Armour) .. 4,316 10.3 +21 
3 3 Grand Central Station (CBS, Pillsbury) .... . 4,106 9.8 +24 


National Nielsen-Ratings of Top TV Shows 


Two-Week Period Ended Dec. 23, 1950 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes 

Rank Program (000) 
1 Texaco Star Theater (NBC) ........ 5.475 
2 Your Show of Shows (NBC, Crosley) . . 3,805 
3 Your Show of Shows (NBC, Par- 

ticipating) .... nak acs 3,778 
4 Toast of the Town (CBS, Lincoin- 

OO ORE... 3,707 
5 Philco TV Playhouse (NBC) 3,677 
6 Fireside Theater (NBC, P&G) 3,532 
7 Your Show of Shows (NBC, Snowcrop) . 3.521 
& You Bet Your Life (NBC, DeSoto- 

Plymouth) mnie. ae : 3,253 
9 Martin Kane, Private Eye (NBC, U. S. 

Tobacco) ........ eee 
10 Stop the Music (ABC, Lorillar:') 3,067 


Program Popularity* 


Homes 

Rank Program (%) 
1 Texaco Star Theater (NBC) .........56.0 
2 Fireside Theater (NBC, P&G) .......49.1 
3 Your Show of Shows (NBC, Par- 

DE: pwktiadaken tiene 48.0 
4 Toast of the Town (CBS, Lincoin- 

Mercury) . cocces MS 
5 Your Show of Shows (NBC, Crosley) ..41.3 
6 Robert Montgomery Presents (NBC. 

Lucky Strike) ‘ . ‘ 40.6 
7 Philco TV Playhouse (NBC) , 39.6 
8 Your Show of Shows (NBC, Snowcrop) . . 38.6 
9 Arthur Godfrey's Scouts (CBS. Lever 

Bros.) paceeene ‘ ° 37.7 
10 Gillette Cavalcade (NBC) 37.5 


*Per cent of TV homes reached in those cities where the program was telecast. 


WDGY Names George Lord 

George Lord, former sales pro- 
motional director in charge of 
food show management of Brede 
Inc., has been named to the sales 
staff of Station WDGY, Minneap- 
olis. 


Long Appoints Schuepbach 

Jerry Schuepbach, formerly with 
Sidney Garfield & Associates, San 
Francisco, has joined the San 
| Francisco office of Long Adver- 
| tising Service. 


ATTENTION: national advertisers 


HOW ABOUT DEALER SIGNS 
DURING THE EMERGENCY? 


During the uncertain period 


ahead 


are washable, weather-proof and color- 


many advertisers foresee difficulty in 
maintaining a dependable source for 
dealer signs. The reason: critical short- 
ages of strategic materials. 

Hence, this reminder! 

Meyercord Decal Window Valances 
and Signs are available mow for the 
years to come...for dealer store-front, 
top-of -the-window, interior wall, door, 
mirror and counter use. 

These surfaces are there—free to 
use! No backgrounds or frames to pre- 
pare. Durable, low-cost Decal signs 


Solve your dealer sign 

problems! Send for this 
informative, full-color book 

on Meyercord Decal signs TODAY! 
Address Dept. 1-2 


ADVERTISE—IDENTIFY- DECORATE WITH DECALS 


fast. They can be produced in any 
number of colors, sizes or designs at a 
fraction of handpainting time and cost 
—and last for years! 

Get your signs up “for the dura- 
tion” and identify your dealers to the 
shifting “defense plant population” 
that is sure to come. Long used by 
leading national advertisers for last- 
ing, full-color dealer identification, 
Meyercord Decal Signs and top-of-the- 
window Valances take on increasing 
importance—now! 


Don’t Get Caught with Your Signs Down 


Te MEYERCORD@ 


World's Largest Decal Manufacturer 


$323 W LAKE ST 


cuicao 44 1b 


| Huie Buys Out Ryan 

in ‘American Mercury’ 

| William Bradford Huie, editor 
of New American Mercury, New 
| York, has announced his acqui- 
sition of the interest in the publi- 
| cation held by Clendenin J. Ryan, 
the other principal stockholder in 
| the company publishing the mag- 
}azine. (AA reported on Aug. 14, 
| 1950, that Mr. Ryan, a New York 
business man, had purchased the 
Mercury for an unconfirmed price 
| of $500,000.) 

| Mr. Huie’s announcement, which 
| will be carried in the next issue 
j}of the Mercury, also said the 
{action will have no effect on the 
| magazine’s policies or plans. He 
| added that when he became editor 
four months ago the Mercury had 
}a circulation of 35,000. The print 
order for the March issue is 
120,000, he said. 


| Whirlpool Promotes Three 
| Robert M. Mitchell has been 
|appointed to the newly created 
position of general sales manager 
| of Whirlpool Corp., St. Joseph, 
Mich., manufacturer of home laun- 
dry equipment. He had been 
Whirlpool division sales manager. 
eeowy M. Howard, director of 
| 


sales promotion, has been named 
| sales manager of war production. 
| John M. Crouse, eastern zone re- 
| gional sales manager, has been ap- 
pointed sales manager of Whirl- 
pool division products. 


| Gets Control of Yundt 

| Cleaver-Brooks Co., Milwaukee, 
manufacturer of boilers, oil burn- 

|ers, tank car heaters, hot water 
generators, and distillation and 

| evaporating equipment, has pur- 
chased the steck control of Michael 
Yundt Co., Waukesha, Wis., man- 

| ufacturer of bottle washing ma- 

| chines. 


Hudson Buys Andrews Agency 

Arthur H. Hudson, formerly ad- 
vertising manager and public re- 
lations director of Adams Corp., 
Beloit, Wis., has purchased An- 
drews Advertising, Lincoln, Neb. 
E. S. Williamson will remain with 
the agency as production manager. 


=p = et oe 


tS eer fe ot et a ia i a ste a one Come ay ieee ‘ aw hag 2 —_—. ie ER oly pe \'v'4 ae + oe ones a eae ie ewe ere = rs 
ae 2 ; . z - : : 
PB 2 
3 Il 
“4 fc 
8’ 
5 w 
9: 
. 
nm 
in 0) 
Sd ce 
$ 
Bp viet a 
a 
° p 
it it 
; > 
" i 
Zz o 
Bi tl 
4 a 
‘ 2 
r 
1 f 
‘ie i .  s p 
’ eee v 
n 
. ‘ j b 
ee ; 
4 h 
A Se ee ' f 
a 
ie jer a Oo 
7 9 cee Po | eld fe 
4 % ! iz in 
S , bp 
i é f 
ie p 
; | ‘ 
: ; 
“at r, 
7. > 
s&s 
A. ’ | 
. k . satenneastmmnctnniinsiin 7 
é. § 
2 4 * 
a 
a b 
hs > 
Fe . 
, e 
. 
a 
; Pn nn aah Ae ANd ee 
e_————————————————_————— 
2 
- 
+ 1 
iL | | 
by ' 
2 a 
: ' 
— ee we = 
nd ae ds eoseensn gio8 ' : 
~gucmseoman’® q 
; ia 
= — ain fe _ } f 
7 ha 4 —_ { 
P id 2s 24 a ‘ | 
; ‘ as £0 | 
| SB, Ae ee 
ys ” Ti do oe 
, _ ions ener a Ee 
y ee 
a ; vA 
: Rec " fi > See Ree ee 7S LG > a7) a: a ae i: ne at i eee 1 Ao 2 ee 5 a ae BS eee oa uae pee oe a vars a, : e = pea, 7 a — ee 7 i ae: ee 


Advertising Age, February 19, 1951 


Earnings of Advertisers 


e Caterpillar Tractor Co., Peoria, 
Ill., reported sales of $337,285,327 
for 1950, as compared with $254,- 
871,526 for 1949. Profit for 1950 
was $29,264,285 and for 1949, $17,- 
948,177. 


e@ Koppers Co., Pittsburgh, had a 
net income in 1950 of $11,615,498, 
or $6.81 per share on the 1,617,125 
common shares outstanding. In 
1949 the company had earnings of 
$7,111,997, or $4.03 per share. Sales 
and other receipts during 1950 
amounted to $213,791,687 as com- 
pared with sales of $192,314,685 
in 1949. 


e Automatic Canteen Co. of Amer- 
ica, Chicago, reported net income 
of $600,461, or $1.33 a share, in 
the fiscal year ended Sept. 30, 1950, 
as compared with $582,460, or $1.29 
a share in 1949. Sales, canteen 
rentals and other operating income 
increased to $23,033,422 in 1950 
from $21,422,653 in 1949. The com- 
pany also reported that it is con- 
verting many of its vending 
machines to sell 10¢ candy bars 
because of the “substantially in- 
creased output of dime bars.” 


e@ Spiegel Inc., Chicago, in 1950 
had a net profit of $3,302,482 after 
federal taxes, or $1.81 per share 
of common stock after providing 
for preferred dividends. Earnings 
in 1949 were $2,037,551, or $1.01 
per share. Consolidated net sales 
for 1950 were $143,516,544 as com- 
pared with $132,776,759 for 1949, 
an increase of 8.09%. 


e@ The Chicago Daily News re- 
ported net profits of $1,529,557 in 
1950, an increase of $363,476 over 
the previous year. It was said that 
greater revenues from the news- 
paper operation, the building and 


| for 1949. Setting a new high record 


| @ John Meck Industries Inc., Ply- 


Station WIND contributed to the 
increase. 


e@ Sutherland Paper Co., Kalama- 
zoo, Mich., in 1950 had net earnings 
of $2,784,850, equal to $7.66 a com- 
mon share (after preferred divi- 
dends). In 1949, the net profits 
were $1,613,629, equal to $4.25 a 
common share. Net sales for 1950 
were $39,462,410, compared with 
$29,036,913 in 1949. 


e@ Kroger Co., Cincinnati, reported 
a net income of $13,087,542, or 
$3.56 per share, for 1950, compared 
to $13,636,564, or $3.71 per share, 


for the company, sales for 1950 
totaled $861,242,642, exceeding 
those of 1949 by 6.6%. 


mouth, Ind., for the fiscal year 
ended Nov. 30, 1950, had a net 
profit of $343,455.05 after allow- 
ance for all taxes. 


Palmers Ltd. to Orr Agency 


Palmers Ltd., London - skirt 
manufacturer, has appointed Rob- 
ert W. Orr & Associates, New 
York, to handle advertising in 
this country. The company 
opens a campaign Feb. 21 using 
b&w pages in nine magazines and 
space in Sunday supplements. Leg- 
get-Nicholson, London associates 
of Robert W. Orr, handle the Pal- 
mers account in England. 


NARDA Appoints Ira Lavin 


Ira Lavin, formerly acting man- 
aging director of the National Ap- 
pliance and Radio Dealers Assn.., 
Chicago, has been named to the 
newly created position of trade 
counsel. He will act a: a liaison 
between the association’s member- 
ship and other elements of the in- 
dustry and associated agencies. 


above representative cities. 


act basis. 


pretested. 


pretest... the way to 
make promotion pay 


Burgoyne store panels gave these na- 
tional advertisers prompt answers to 
sales and advertising problems. 


Burgoyne pretesting has been pre- 
ested for your program. Have us set 
up the pretest in two or three -of the 


@ Have us speed to you the monthly 
audit reports of sales of your product 
and competition. Proceed with your 
idea regionally or nationally ... on a 


@ We will be glad to submit a pro- 
posal when you tell us what you want 


CEDAR RAPIDS 
@ Center of tall corn and 
tall bank accounts . . . good 
sales hunting! 

@ One of midwest’s most 
diversified industrial mar- 
kets in the heart of lowa’s 
richest farming area . . . 
Cedar Rapids ranks firs: 
over all lowa cities in value 
added by manufacture. 

@ Metropolitan area: pop- 
ulation 103,711 . . . retail 
sales $137 million . . . food 


sales $24 million . . . drug 
sales $544 million . . . net 
effective buying income 
$173 million . . . $5,333 per 
family! 

@ Lots of spendables to 
pretest! 


@ Advertising impact... 
CEDAR RAPIDS GA. 
ZETTE covers city 100% 
and Linn County 97% .. . 
57,000 daily and Sunday in 
16 East Iowa counties with 
effective buying income of 


over a half billion dollars! | 


Burgoyne Grocery é&r Drug ube 


FIRST NATIONAL BANK BUILDING 


CINCINNATI 2 


BIG AS LIFE—This life-size canoeist floor 

display is one of the promotion pieces in 

National Distillers’ spring campaign for 
Hill and Hill Kentucky whisky. 
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Hill & Hill Spring Ads to Feature Canoeing 


New York, Feb. 13—Advertising 
for National Distillers Products 
Corp.'s Hill & Hill whisky this 
spring will center around a canoe- 
ing promotion theme, which fol- 
lows last year’s Hill & Hil] trout 

| fisherman and mountain climber 
promotions. 

Media scheduled for the drive 
include color and b&w newspaper 
}ads, outdoor and transit advertis- 
| ing. Painted bulletins and 24-sheet 
| posters will feature the “Whisky at 

Its Best” theme. Street cars and 
buses will carry full-color car 
cards. 

At the local level, point of sale 
materials include a life-size canoe- 
ist floor display, a smiling 6’ sales- 
man and a stand-up piece featur- 
jing a full complement of Hill & 
Hill. 


s Other point of sale materials 
include window banners, a six- 
| bottle pyramid, wall panels and 
| banners, two-bottle counter cards 
| and bottle cutouts and blowups. 


The canoeing promotion is the 
first big seasonal push for Hill 
& Hill since the brand decided to 
launch a permanent two-label 
marketing program for the re-in- 
troduced White label Kentucky 
straight bourbon and Hill & Hill 
Yellow label Kentucky whisky. 

Lawrence Fertig & Co. here han- 
dles the Hill & Hill account. 


Curtis Expands TV Area 

Curtis Publishing Co., Philadel- 
phia, which has sponsored “Tex 
and Jinx” over WNBT, New York, 
for some time, is spot booking the 
show one day a week in other TV 
markets. This program is filmed 
three weeks in advance. Stations 
are being lined up by Batten, Bar- 
ton, Durstine & Osborn. 


Seymour Kameny Named 

Seymour Kameny Associates, 
New York, has been appointed to 
handle the advertising of Rapid 
Film Techniques Inc., New York 
Business papers, magazines and di- 
rect mail will be used. 


Management Men's 
Meeting Concerns 
New Sales Methods 


New York, Feb. 13—Steps taken 
by leading companies to adapt 
their selling organizations to a 
mobilized economy will be de- 
scribed at a national marketing 
conference, March 12-13, of Amer- 
ican Management Assn. at the 
Waldorf-Astoria here. 

A. L. Nickerson, director of 
domestic marketing, Socony-Vac- 
uum Oil Co., will be chairman of 
a panel session at which repre- 
sentatives of leading companies in 
the consumer hard goods, soft 
goods and industrial fields will 
describe what their companies are 
doing to meet changed selling con- 
ditions caused by allocations and 
shortages. 

Frank Garfield, adviser on econ- 
omic research, Board of Governors 
of the Federal Reserve System, 
will speak on probable economic 
developments and their effect on 
the marketing picture. 

Robert Dick, assistant to the 
vice-president, Illinois Tool Works, 
will discuss “Adapting Salesmen’s 
Compensation and Territories to 
a New Sales Picture.” 

Frederick B. Heitkamp, vice- 
president, ATF Inc., and AMA 
vice-president for the marketing 
division, is in charge of the pro- 
gram. 


‘Food Industries’ Name 
to Be ‘Food Engineering’ 


With its April issue, Food In- 
dustries, New York, a McGraw- 
Hill publication, will change its 
name to Food Engineering. E. D. 
Fowle, publisher, said that the 
magazine, which was launched in 
1928, is adopting the name Food 
Engineering because it “is more 
specific and self-defining for a 
magazine that serves the engineer- 
ing needs of food processing plant 
management. 

“The change in name,” Mr. 
Fowle said, “will be accompanied 
by an expansion of that part of 
the editorial content which pro- 
vides up-to-date know-how for 
corporate officials, plant manag- 
ers, engineers, quality control men, 
food technologists and others re- 
sponsible for the equipment and 
operation of food plants.” 


Joins ‘Christian Herald’ 


Walter E. Barber, formerly head 
of Walter E. Barber Associates, 
New York publishers’ representa- 
tive, has been named sales promo- 
tion manager of the Christian Her- 
ald, New York. The future of Bar- 
ber Associates has not yet been 
settled. 


D-F-S Elects Wolfe V. P. 


Clifford H. Wolfe, account ex- 
ecutive at Dancer-Fitzgerald-Sam- 


| ple, New York, has been named a 


vice-president of the agency. 


Modern Pied Piper 
Leads Listeners to Action 


Over a year ago Fulton Lewis, Jr. was the driving force 
behind the spare-time community construction of a pipe 


organ for his home-town church. 
told the warming story in December, 1950, 


Guideposts magazine 
Copies of 


the issue were offered * to listeners of the Fulton Lewis, 


Jr. program. Result: 


More than 200,000 requests to 


date, and more arriving daily. 


As Mr. A. H. Warne, president of Bohman-Warne, Inc. 
(Lewis sponsor on WJEJ, Hagerstown, Md.) wrote: 


“T 


ve heard you called many names (complimentary 


and otherwise) during your years on the air, but not 
until I read Guideposts did I know you were ‘The 


Modern Pied Piper.’ 


We were overwhelmed by 


requests for the pipe organ story. We are proud to 
have the privilege of sponsoring your daily broadcast, 
and in so | connect our name with one so highly 


regarded by a 


istening public.” 


The Fulton Lewis, Jr. program, currently sponsored on 
more than 300 stations, offers local advertisers a ready- 
made audience at local time cost. Since there are more 
than 500 MBS stations, there may be an opening in your 
locality. Check your Mutual outlet—or the Cooperative 


Program 


Department, Mutual Broadcasting System, 


1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 
* Your local MBS outlet will supply copies upon request. 
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FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE GAN DO 


The Only Farm Magazine 
Printed on News Magazine Presses 


SATE AND important 


e “Late and Important”—a page of latest news, forecasts and trends 
of vital importance to agriculture, based on current market reports, 
appears every month as a feature of Farm Journal. It has become 
a farm-family habit to turn to “Late and important” first, for guid- 
ance in farm management and planning. 


e Many people in the advertising business are surprised to learn that 
Farm Journal—a monthly magazine—is able to keep many of its 
pages wide open for money making news about the business of agri- 
culture, until only a few days before the magazine arrives in the 
reader's home! 


e Only Farm Journal has the facilities—trained editors in the field, 
coupled with high-speed presses—to gather and deliver the vital news 
of agriculture into every county in every state while it is still news. 


e@ This is just another example of the things Farm Journal does 
that no other magazine can do! 


Here’s what Farm Journal alone gives 
READERS - ADVERTISERS - RETAILERS 


The only farm magazine printed 6. Largest on-the-farm circulation 11. First with advertisers who count 
on news magazine presses of any farm publication results 
2. The only farm magazine containing 7. The magazine farm families 12. Covers more subjects of interest 
a complete women’s service maga- depend upon to everyone on the farm 
zine written expressly for rural 8. 1 ‘ ' ; ; 
homemakers + Largest selling magazine among 13. Greatest circulation of any 
the millions of families who live magazine in rural America 
3. Most merchandisable magazine beyond TV 
in rural America : 14. Covers more of the best farms 
9. The only farm magazine reader- 
4. First choice of the people checked every issue by Starch 15. Greatest coverage where your 
of rural America Advertising Readership Service - best retailers operate 


5. Preferred by County Agents and 10. Lowest cost per delivered reader 16. Largest on-location, in-the-field, 
Home Demonstration Agents of any farm magazine full time editorial staff 


NO WONDER FARM JOURNAL IS 
THE LARGEST SELLING MAG- 
AZINE OF ALL WHERE HALF THE 
CONSUMERS OF AMERICA 
LIVE! CIRCULATION NOW 
MORE THAN 2,850,000! 
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